


OHIO ST gts AUGUST 7, 1930 


UNIVERS 
G8 at 

“The Hardware Dealers’ Magazine" 

PUBLISHED EVERY THURSDAY 











It pays to standardize on 
Genuine Walworth Stillsons 


Teeth That 
KEEP 
Their Bite, _ Pipe wrenches, in the average hardware store, 


usually outsell any other kind of wrenches by 
a wide margin. @ Furthermore, it ordinarily re- 
quires about five times as many different sizes 
and shapes of other types of wrenches to bring 
in as many dollars as a full stock of genuine 
Walworth Stillsons in the standard 6 to 48 inch 
sizes. @ This concentration of value and profit in 
a single line of tools makes their quality and 
reputation doubly important. @ That is why so 
many hardware dealers standardize on the 
genuine Walworth Stillson, knowing that Wal- 
worth's name on a pipe wrench is a definite 
assurance of satisfaction to the man who has 
any reason at all for being particular about the 
kind of tools he buys. 


WALWORTH COMPANY 
General Sales Offices: 60 East 42nd St., New York 
Distributors in Principal Cities of the World 


WALWORTH 


MASTER RAS STILLSON 


STILLSO 
The Wrench with © SU the RED Handle 
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LAMSON 
plow bolts... 
are of typical 
Lamson quality 


Lamson engineering skill and 
experience, plus modern plant 
equipment, have long since 
proved that a bolt intended for 
any use can be made to high 
standards of quality all the way 
through. 

For many years Lamson & 
Sessions have supplied Plow 
Bolts of uniform thread accuracy 
and tensile strength to manufac- 
turers of farm implements, and 
distributors. For this purpose, 
Lamson bolts have established a 
standard of quality that has 
inspired the respect of those 
who use them. 

Now, greatly increased plant 
facilities enable Lamson to offer 
the most diversified line of bolt 
and nut productsobtainable from 
one source, assuring even better 
service than before. 

THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


arte iy | 
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SAN DIEGO, A DESIGN SUIT- 
ABLE FOR A SPANISH TYPE 
OF HOUSE 


A complete Entrance Door Set 
in Cast Russwin Metal, consist- 
ing of Entrance Handle, Door 
Knocker, Push Button and 


Hinge Straps. 


a Cast Russwin Metal is rust- 
proof, non-corrosive, and will 
: . hold its finish regardless of 
weather conditions. 


UV $$ l 
- RB” DISTINCTIVE  N 
HARDWARE 


RUSSELL & ERWIN MFG. COMPANY 


The American Hardware Corporation, Successors 


New Britain, Connecticut New York Chicago London 
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THE LATEST MODEL GEM 





WILL GIVE YOU VOLUME SALES 





IF YOU USE THESE SELLING POINTS 








QUICK CUTTING 





1 Exclusive Sargent double-cutting feature. The 
milled end of the forcer makes a preliminary cut 
and chops the food small enough to feed rapidly 
through the final steel cutter. 


9 Both stationary and revolving cutters are of cold- 
rolled steel. The sharp shearing edges cut without 
tearing. 


LEAK-PROOF 


4 The bottom of the barrel slopes downward. All 
juices follow the food through the cutters into the 
dish. 


Q Closed end is cast solid. The shaft and bearing are 
a machine fit. It is impossible for the juices to leak 
out around the shaft. 











EASILY CLEANED 





1 No stationary web across the mouth of the barrel. 


Q When the handle thumb-nut is removed the forcer 
and all cutters come out together. The barrel is 
left free for washing. 


3 All corners are rounded. No crevices or hard-to- 
get-at places. 


The Gem Food Chopper has been approved by 
well-known testing laboratories. Sargent & Com- 
pany, New Haven, Conn.; 94 Centre Street, New 
York; 150 North Wacker Drive (at Randolph), 
Chicago, Ill. 


THE GEM FOOD CHOPPER 4 " eG ENT 
tested and approved on its own merits by ‘ 


Good Housekeeping Institute, Priscilla LOCKS AND HARDWARE 


Proving Plant, Delineator Home Institute. 
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The name ARMSTRONG and the Arm-and-Hammer Trade Mark are Known the World Over 















Are you taking full 
advantage of 


ARMSTRONG, 
Displays and “Helps” 








ARMSTRONG Tool Holders are used in over 96% 
of the Machine Shops and Tool Rooms. ARMSTRONG 
Drop-Forged Wrenches are accepted as standard 
everywhere. Then there are ARMSTRONG Ratchet 
Drills, ARMSTRONG Clamps and the ARMSTRONG 
BROS. Better Pipe Tools. The name ARMSTRONG 
and the Arm-and-Hammer Trade Mark are an acknowl- 
edged guarantee of quality wherever metal-working 





Effective Counter and 
Wall Displays beautifully 
lithographed on metal 
are freely furnished. 
Once in the hand, or 
closely inspected an 
ARMSTRONG Tool is 
half sold. Circulars and 
“stuffers” as well as cata- 
logs are furnished for 
counter or mail distribu- 





tools are used. Years of extensive and consistent adver- 
tising and generations of leadership add to the value 
of this name to you. Among tool buyers it has a large 
following, a strong pulling power. It is a name you can 
well afford to display frequently in your store. 


ARMSTRONG Displays will help you “cash in” on 
the ARMSTRONG name and reputation, and in ad- 
dition, are designed to make reminder sales and build 
desire-to-purchase in all who see them. They are effec- 
tively designed and wherever properly positioned pay 
a profit on the space they occupy. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314N. Francisco Av.,. CHICAGO, U. S. A. 





















Beautiful Wrench Stock Boards 
substantially made are _ fur- 
nished with stock orders, with- 
out charge. Special Boards are 
supplied where needed to har- 
monize with store furnishings. 









ITRADE MARK REG.IN U.S ‘PAT. OFFICE TRADE MABCREG NUS PAE OFFIC) 
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/EMPIRE: 


... by any other name” as Shakespeare 
might have said, ‘a bolt made by Russell, 
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But the name Empire on the label is your 


assurance that you are getting that 





perfect bolt. 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY | 
PORT CHESTER, N. Y. 


ROCK FALLS, ILL CORAOPOLIS, PA 
PHILADELPHIA HICAGO - DE T AN ae) 


5 i 





eae 
ml 


ime a coi 


ede 
fee 


SERS sn. 


Poe a tua. 








HarpwareE AGE for AuGusT 7, 1930 








: tee trained staff of experts who pass muster 

on every TRIMO wrench before it reaches 
your store are engaged in a problem of multi- 
plication. By eliminating imperfections they 
are multiplying the working life and working 
ability of the all steel TRIMO pipe wrench. 


Whether they realize it or not, they are just as 
surely multiplying sales for the TRIMO dealer. Be- 
cause when you multiply service you divide dissat- 
isfaction. It’s simple arithmetic that there is less 
grief and more repeat business with the TRIMO 
pipe wrench because it is a tested, quality tool. 


TRIMO 


Pipe Wrench 


Handle Drop Forged --- not Cast 
All Steel for Strength 





Made by Trimont Mfe. Co., Ine., Roxbury (Boston), Mass. 
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American Steel & Wire Company 


NATIONAL ADVERTISING 
Makes All Roads Lead to Your Store 



























+ 

Ww NY A 

AN STEEL & wiRE COMPA i 

AE RC ULATED FENCES AND WIRE PRODUCTS : 





its newtated Fences 
Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 


Union Lock Poultry 
Fence 
Banner Poultry Fences 
Poultry Netting 


Nails Staples 
Barbed Wire 


Wire of all kinds 


at 
£3 
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Never before was there a heater with which you could make such a convincing 
demonstration of radiant heat, automatic safety, and absolute convenience. 


Never was there such an opportunity for heater profits. The “heater with 
a brain” offers such safety and comfort that selling it is an easy matter. 


Saftematic Control makes flooding impossible—even if valves are turned on 
and heater is not lighted . . . Saftematic Control automatically shuts off fuel 
supply if flames are accidentally extinguished . . . Saftematic Control auto- 
matically turns on fuel supply and flames light automatically. 


A list of brands of gasoline which have been tested and found satistactory 
for use in Gasoline pressure stoves, Radiant Heaters, Lamps, Lanterns, Irons 
etc., will be furnished on request by the United Laboratories, 240-North 
St. Francis St., Wichita, Kans. . . . You can add to your selling of Per- 
fect Comfort by selling the Nationally known Nesco Perfect Oil Heaters. 


Write for full details 


NATIONAL ENAMELING & STAMPING CO., Inc. 
13 TWELFTH STREET MILWAUKEE, WIS. 
Factories and Branches: Milwaukee, New York, Baltimore, Granite City, IIl., 
hicago, New Orleans, Laurel Hill, L. 1., Philadelphia. 







GASOLINE 


RADIANT HEATER 
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FRANTZ MFG. CO. 
Dept. H-8, Sterling, Illinois 





OW can Frantz No. 40 “E-Z” garage door 

fixtures be sold for such a remarkably low 
price and yet provide as much convenience, give 
as much satisfaction and stand as much hard use 
as they do? How?—that’s what we are being 
asked every day. 


Here’s how! The demand for No. 40 “E-Z” sets 
has shown such rapid growth in the last two 
years that factory production has had to be 
speeded up. The savings that have resulted from 
reduced manufacturing costs are being passed on 
to the consumer. That’s the answer. 


Frantz dealers are capitalizing on the possibilities 
in No. 40 “E-Z” fixtures. One progressive store 
in a typical mid-western city (name and address 
on request) sells and installs on an average of 
75 sets every month in the year. Hundreds of 


No Hardware 
is Genuine 
FRAN T 2 
GOUALIT ¥ 
Without the 


Red Label 





Kindly send me full information and prices on 


included. Packed in a stong fibre carton. 
Frants No. 40 “E-Z’’ Garage Door Equipment. \ 


weer eter eeeseereeees 


At the right are shown the parts of a Frantz No. 40 
“E-Z” 3 door set. All necessary screws, bolts, lag 
screws for track and instructions for installing are 








dealers are assuring bigger profits by taking ad- 
vantage of quantity discounts. 


No. 40 “E-Z” equipment (on 3 door openings for 
example) supports two of the doors and folds 
them clear of the opening. The passage door is 
hinged to the jamb for ready access to the garage. 
The track fastens flat on the header over the 
opening—no brackets, bracing or cutting is re- 
quired. Can be quickly installed with doors 
opening inside, or outside. Mail the coupon for 
complete information and prices on this money- 
making set. Frantz Mfg. Co., Sterling, Illinois. 
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No. 25-S0 Fiber Carton 


CANT 


Guaranled Builders Hardware 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 


—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

— believe in the future security and success of the hardware trade. 
—They are eager for the continued prosperity of our country. 


_ —They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 


239 West 39th Street New York City 
A.B.C.—Charter Member—A.B.P., inc. 
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A REGISTERED TRADE NAME 


GELF-OILING 










Selling Pumps and water systems 
is no longer a “hit or miss” job. 
Prospective purchasers now have 
definite ideas. as to their water re- 
quirements. Many of them are well 
informed as to volume, suction, dis- 
charge, motive power and other de- 
tails involved in the installation and 
operation of equipment to supply 
running water for suburban or rural 
homes, farms or country estates, 
while those who are interested in run- 
ning water for mills, mines, factories and 


similar activities are more critical than 
ever before. 


When you sell Myers Self-Oiling 
Power Pumps and Water Systems you 
have Myers proven advantages at your 
command. Positive self-lubrication sci- 
entifically applied, housed but easily ac- 
cessible gears and working parts, larger 
valves, increased volume, higher speed 
with perfect safety, uniformity of service 
with minimum of care and attention— 
all features that fit in nicely with pres- 
ent-day standards and open up /new 
opportunities for progressive dealers to 
increase their power pump business. 
And besides, every demand your trade 
could possibly make within a volume 
range of from 200 to 10,000 gallons of 
water per hour is answered with the 
Myers Line. Styles and sizes for shal- 
low or deep wells, for open or pressure 
tank service, for elevating or pumping 
water a distance, for direct discharge at 
the pump itself—motor or engine power, 
belt or silent chain drive—are included 
in this remarkable line of power pumps 
and water systems that has been orig- 
inated, developed and manufactured by 
MYERS pump engineers under Myers 
patents. 
























Write or wire for catalog and com- 
plete information. 
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UNION 
HARDWARE 
Roller Skates 


For Children 





No. 6 S. C. 
For Girls 




















Serve Youth Right 


The dealer who sells Union Hardware 
Roller Skates to young boys is paving 
the way to future sales for the same 
skates in the better grades. 


But roller skating is not confined to 
children, the older boys and girls, also 
men and women are all prospective 
customers for these famous skates right 


NOW. 


Serve youth right—give them UNION 
HARDWARE quality at popular prices, 
and hold their trade. 


Sold by all Jobbers. 


KEN 


Reg. U. S. Pat. Off. 


Established 1854 Incorporated 1864 
TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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The Newest SHERMAN Specialties 











Fig. 570-L Double Sink Faucet With 
New Low Style Soap Dish 


This popular Low Cost Fitting may be had 
either with high or low soap dish, or with- 
out soap dish when so desired. Furnished 








Fig. 565 Laundry Tray Faucet with 


regularly in Nickel Plated Finish, China 
Lever Handles, Female Flange, High Soap 
Dish and Plain Spout with Strainer. Also 
Chromium Plated at slight extra cost. Op- 
tional variations include: All Metal Lever 
Handles, Male Threaded Flanges, Low Soap 
Dish, Hose End Spout (%” Thread) and 
Extra Long Spout (8 inches). 

Sells as soon as displayed. 


Fig. 566 
Double Shower Valve 


This valve provides the 
most economical meth- 
od known for securin, 
a really practica 
shower bath at 

cost. Regularly sup- 


Detachable Soap Dish 


Soap Dish made of Cast Aluminum—in- 
stantly attached or removed without screws, 
bolts or springs. The cheapest and most 
practical method of assembly yet devised. 
Laundry Tray Faucet can be had separately 
or furnished with soap dish at very reason- 
able cost. 


Get prices and full descriptions from your Jobber. 


The H. B. SHERMAN MEFG.CO. Battle Creek, Mich. 



















EXCELS 11 WAYS! 


1—High Heat Resisting. It contains the same unsur- 
passed Flake Graphite from which the famous Dixon 


Crucibles are made. 


2—Hardens Quickly and sets as an inert mass in cold 
or moderate temperatures. 





3—Expands instead of shrinking when subjected to 
higher temperatures and permanently remains in an 
expanded state assuring tight, leakless joints for 


/ years. 







NOT SOLUBLE 
IN OILS OR 
GASOLINE 


4—Cannot be Dislodged by high pressures, suction and 
vibration will not readily loosen. 





5—Screw Thread Joints are permitted to be pulled up 
tight due to the excellent lubricating qualities of 


the graphite. 


6—Old or New Joints are held tight notwithstanding 
uneven, battered or worn threads. 


7—Contains No Acids or anything of a contaminating, 
poisonous or objectionable odorous nature. 


14 COMMON USES 
in the average INDUSTRIAL PLANT 


Boiler Hand Hole and Manhole Plates 
Cylinder Head Joints of all types 
Oil Burning Equipment 
Pumps (Handling Non-aqueous Liquids) 
Gasoline Engines 
Diesel Engines 
Turbines and Generators 
Vacuum Pipe Lines, Joints, etc. 
Vapor Pipe Lines, Joints, etc. 
Air Pipe Lines, Joints, etc. 
Gas Pipe Lines, Joints, etc. 
Steam Pipe Lines, Joints, etc. 
(High pressure) 


8—Will Not Flavor the solutions conveyed. 
9—Will Not Discolor the solutions conveyed. 


10—Simply Thin with Water. Contains no oil, grease, 
or acid. 


11—Does Not Ferment. Easy to keep without spoilage. 


Write for Circular No. 40-DS and Dealer Prices and Discounts 


JOSEPH DIXON CRUCIBLE COMPANY 
Jersey City B&G New Jersey 


Est. 1827 
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She Correct Size Dri. 


Quickly Found 








Packed in a 


A MARKET FOR EVERY neat leather- 
HOME, GARAGE, ette case— 


easily carried 








in tool kit or 
pocket. 








Paris, France—Burton Fils. 


Tae STANDARD TOOL ([0. 


CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 
London and Leloester, England Geneva, gupnyiene—>- Fo-Sa 
Fredk. Pollard & Co., Lad Successors to J. ez & Co. 














CORBIN 


Weod Screws 
Drive Screws 
Ceach Screws — 
Machine Screws 
Bet Screws 

Cap Screws 
Saw Serews 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Preduets 


Bteve Bolts 

Tire Bolts 
Agricultural Bolts 
Bink Bolts 

Hanger Bolts 
Machine Screw Nats 


Btove and Tire Bolt Nuts 


Semi-Finished Nuts 
Castellated Nuts 
8.A.E. Nuts 
Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 











RSRRORARADAG 





UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warechouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohice 
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Photo Morris Rosenfeld, N. Y. 


Herreshoff Selected 


The Best Materials ! 


HEN the two beautiful racing 

yachts, the “Enterprise” and 
‘“Weetamoe,” were under con- 
struction at the famous Herreshoff 
yard in Bristol, R. I., the greatest 
possible care was taken in the 
selection of materials. A weak 
spot would show up under racing 
strain and neither the owners nor 
the builder would knowingly take 
that chance. 


When it came to selecting the kind 
of screws to be used on this impor- 
tant job, American Screws—famous 
for almost a century—were ordered. 





To make it more convenient for the hardware 
dealer to sell American Screws, they are now 


4 packed in small individual ‘‘Handy Packs’’. 
i = 60“Handy Packs” (6 each of the 10 most use- 
b, # ful sizes) are put up in counter display boxes. 


Your Jobber Can Supply You 


WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH ST.CHICAGO.ILL. 


Put lt Together With Screws 














RIM NIGHT LATCH No. 1504 


BiG VALUE AND A PROFITABLE 
SELLER 


ees is real quality in this low 
priced Eagle Rim Night Latch. 


The knob bolt and escutcheon are 
bronze plated and the case is finished 
in ivory black. There are six changes 
and two flat steel keys are furnished 
with each lock. 


Its warded mechanism is enclosed in 
a heavy wrought steel case measuring 
34%, x 2”. The steel case and strike 
afford maximum protection against 
any attempt at forced entry. 


The Eagle Quality Line 
Night Latches Cabinet Locks Front Door Sets 
Padlocks Trunk Locks Store Door Sets 
Wood Screws Stove Bolts 





—FAGLE LOGIE CO. 


~~ 26 Warren Street - wW 7 York, 


Bronch Offices: « 
521 Commerce St. 177-79 N.FronklinSe. +114 Bedford St 
Philodelphia, Pa. Chicogo, Ill. Boston, Mas@ 
Works ot Terryville, Conn. 
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Would you like to receive a copy? 
Write to The American Weekly 
9 East 40th St., New York City 
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magazine SENT FREF! 


How could a single magazine be so in- 
tensely interesting, so compelling in 
editorial content that nearly 6,000,000 fami- 
lies actually buy and read it every week? 
We want you to frame your own answer 
from the pages of the magazine itself. Write 
today for a free copy of The American Weekly. 
Then notice its human interest articles, 
tragedy, history, science, the arts and a host 


of other striking features, as well as its high- 


priced fiction. 
With such editorial content, The American 


Weekly grips the attention of nearly twice as 
many readers as any other publication on earth. 

With almost twice as many readers, it gives 
a product twice as much selling help as any 
other advertising*medium. 

With nearly 6,000,000 circulation, it com- 
mands the highest advertising rate that ever 
existed—$16,000 a page. 

Even its page size is almost three times as 
large as any other magazine. 

Look it over! Write at once for your free 


copy! 





What is The American Weekly? 


The American Weekly is the magazine distributed through seventeen great Sunday newspapers 
from seventeen principal American cities. It concentrates and dominates in 536 of America’s 
812 towns and cities of 10,000 population and over. 

In BACH oF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES 

In 132 MorE CITIES, IT REACHES 40 TO 50% 

IN AN ADDITIONAL 102 ciTIES, IT REACHES 30 To 40% 

IN ANOTHER 117 ciTiIEs, IT REACHES 20 To 30% 


—but that’s not all. Nearly 2,000,000 additional families in thousands of other communities reg- 
ularly buy The American Weekly— making the unprecedented national total of nearly 6,000,000 


families who read The American Weekly. 


A copy of the world’s mightiest 
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Mr. HARDWARE MERCHANT: 
Get Your Share of This Profit! 








ALUMINUM 
HANDLE 









“SPONGE 
RUBBER 


ATKINS MORFLOAT 


Morford’s Patent No. 1 


ENTIRELY NEW TOOL 


Here’s a brand new plastering tool that replaces the old style floats made of car- 
pet or felt. Every plasterer who comes in your store is an excellent prospect for 
Atkins Morfloat No. I. He will want this tool because of the following patented 
features: 





GALVANIZED PLAT 







ALUMINUM HANDLE—Gives minimum weight and maximum strength. Correctly formed 
and perfectly balanced to prevent cramping of the hand and wrist. 





WEDGE KEYS—Fastens handle securely to galvanized plate, the feature which allows 
the base to be instantly replaced. 


SPONGE RUBBER BASE—The main feature of Atkins New Morfloat, scientifically worked 
out to give the right density and porosity to produce a perfect sand finish and max- 
imum life. Will outlast 25 to 1 any other material now being used. Can be replaced 
at a nominal cost completely assembled with galvanized plate. It takes but one minute 

to change and you have a new float. 











Atkins Morfloat has been advertised to users in their official publication “The 
Plasterer.” It’s a modern, money-saving tool, wise dealers will stock and sell 
for more profits. Write today for prices and selling plan. 


E. C. ATKINS AND COMPANY 


402 So. Itlinois Street Indianapolis, Indiana 
















CANADIAN FACTORY—HAMILTON, ONTARIO 
Branches 
Atlanta Chicago Seattle 
Memphis New York San Francisco 
New Orleans Portland Vancouver, B. C. 











Paris, France 
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Traffic Lights Did you ever hear the story of the 
versus absent minded professor? He was 
Red Lanterns driving along a country road when 
suddenly he noticed a red light 
ahead and stopped. He waited all night for the green 
signal to “go ahead,” and in the morning discovered that 
his supposed traffic light was a red lantern hung over a 
mud hole at one side of the road. There was plenty of 
room to pass, and the road beyond was in good order. 
There may be a moral in that little story, for a lot 
of “stop, look and listen’ business men. Right now 
business seems to be waiting for some one to flash a 
green light. About a year ago, it noticed what appeared 
te be a red traffic signal; it stopped, put on the brakes 
and apparently has been waiting ever since for the light 
to change. 
Nobody seems to consider that what business regards 
as a “dead stop” traffic light, may only be a signal to 
slow down for a short strip of bad road. Meanwhile 
it's a long time until morning. 


Is It Sears, Roebuck & Co. has 
Another announced its affiliation with the 
“Agency Plan’’? Black Company, Fargo, N. D., in 

a buying agreement. Under the 
terms of the arrangement, the Black Company will re- 
tain its identity and personnel, operating as it did before 
the agreement, but carrying a full line of Sears, Roebuck 
merchandise. 

This is a new departure on the part of the mail order 
house. It may be the forerunner of a plan, whereby in- 
stead of opening new stores, the catalog houses will 
obtain retail outlets on the “buying agreement,” or 
“agency” plan. 

We wonder if this is in effect a step toward whole- 
saling? If so, what bearing will it have eventually on 


Index of Editorial Contents on page 87 


prices? At any rate, independent retailers and whole- 
salers will watch future developments with more than 
usual interest. 


Golf, Life Bobby Jones, golf champion 
and extraordinary, pressed for a 
Business formula to improve golf scores 
said in effect: a golf game is won 
on the green by accurate putting. Most tournament 
golfers drive well enough but the championship goes to 
the player who putts well. Putting is the fussy part— 
the small detail end of the game. Driving off the tee 
and making long shots down the fairway offer the spec- 
tacular parts of the game but do not insure winning 
scores. 

The game of life is also like that. Most people 
observe all the rules in doing the bigger things. Many 
fail to maintain similar standards for what they may 
term life’s monotonous details. 

The great golfer has offered an eloquent text for 
business men, particularly the younger element. Too 
often we find a likely youth spurning the laborious 
details of learning his trade or business. He seeks some 
short cut that doesn’t exist, that he may more quickly 
handle the bigger and more spectacular jobs. He will 
leave the details for others, little realizing that the ulti- 
mate success of every business is the result of efficient 
daily routine, more than it is the fruits of a few fortu- 
nate big deals. 

Golfers who make long drives up to the green, only 
to dub about in their putting, have played to the gallery 
but are sure to lose in the final score. Firms which 
depend on a few tricks or occasional long shots to bring 
success may easily lose out because of some weakness 
in the detail end of the business. 

Golf, life and business appear to have the same rules. 
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ROFIT is the most important word in 
a business. How to make 
the most profit on each item you sell is 
often a problem. It’s no problem to make 
real profits selling Osborn Brushes. Every 
Osborn Brush is quality-built to do its 


THE OSBORN MANUFACTURING LOMPANY 
5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
Chicago - San Francisco - 


New York + Detroit - 






No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 
vulcanizedin 
rubber. Seven 
sizes from 1" to 
4" wide. 


No. 450 Osborn 
Oval Sash Tool 
Black China 
Bristle, vulcan- 
ized in rubber. 
Twelve sizes 
from %" to 14" 
wide. 





Los Angeles 


Ready ler Business 


job right. This means no “come-backs’. 
Your profits are secure: And every pos- 
sible requirement for a brush can be 
supplied in the complete Osborn line. 
Make the most of your brush business 
—sell Osborn Brushes. _ 


























No. 401 Osborn 
Flat Varnish 
Brush. Triple 
thick Black 
China Bristle, 
vulcanized in 
rubber.Five sizes 
from1"to3"wide. 





No. 582 Lacquer 
Brush. Fitch 
Hair vulcanized 
in rubber. Five 
sizes from 1" to 
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“There is a certain quality 
attracts the buyer to every 
is to find out what this 


spread the news from the 


THE “IT” 


O merchandise has any value 
other than the value which is 
created for it. 

In this short sentence we find the 
underlying reason for all merchan- 
dising effort—the reason why mer- 
chandise sells or why it does not sell 
—one of the reasons why a manu- 
facturer, a wholesaler, or a retailer 
succeeds or fails to succeed in mer- 
chandising his goods. In short, all 
our theories and-all our efforts in 
merchandising revolve around this 
very simple, elementary statement 
of fact, which is so little understood F 
and appreciated by most of us; and, as a matter of fact, 
one of the largest items in the cost of distribution arises 
from the uncertainty or lack of knowledge as to the 
value of merchandise. 

For generations the peasants in a certain district in 
Russia employed a heavy white metal, which they mined 
locally, to make their crude cooking utensils—so far as 
they were concerned it had no more value than copper 
would have to us—when, of a-sudden, a traveler ap- 
peared in that section and recognized the metal they 
were using as platinum—instantly their appraisal of its 
value changed. 

In other words, there was no great value to this 
platinum so far as the peasants were concerned, until a 
value was created for it by informing them of its uses, 
its unique qualities, and the price others were willing 
to pay for it—then, and not until then, was its real 
value established. 

All of our advertising, both national and local, is aimed 


subjects treated. 





by E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Manufacturing Co., 
Norwalk, Conn. 


Editor’s Note: These articles by Mr. 
Gallaher, a recognized authority in matters 
pertaining to the Economics of Business— 
represent his own unbiased opinion of the 


HARDWARE AGE holds no brief for or 
against the opinions expressed, which are 
presented by Mr. Gallaher as his voluntary 
contribution to the Hardware Industry. 

Both the Author and HARDWARE AGE 
will, however, welcome any comments from 
our readers or suggestions of subjects for 
Mr. Gallaher to discuss in future articles. 
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which we call value which 
article we stock. Our job 


particular value is, then 


IN MERCHANDISING 


principally at one thing—to estab- 
lish values in the minds of the con- 
sumer, and the moment we have 
succeeded in fixing the value of an 
article in the minds of sufficient 
people, a demand is automatically 
created. 

It would seem, then, that all the 
merchant had to do was to stock 
well-advertised goods and wait for 
customers to come in and demand 
them ; but, unfortunately, while ad- 
vertising seems to be kinder in some 
cases than in others, we may assume 
in most cases it is necessary for the 
merchant to take a hand in the matter by reminding the 
customer of the created value, or by creating the value 
himself. < 

For instance, the makers of some specialty like Lis- 
terine or Sapolio would find it far easier to establish 
a value in the popular mind than would the manufac- 
turer of some high-class saw or hammer, because the 
former has a popular appeal that the latter lacks—yet 
there can be no question but that the values created for 
certain brands of saws and hammers are very real, 
though it usually is necessary to call a prospective cus- 
tomer’s attention to these values in order to make the 
sale. 

We can assert, therefore, that, with very few excep- 
tions, values must, in large measure, be created by the 
sales person, even though goods are well advertised and 
even recognized by the customer. 

Values are not alone confined to the nicety of balance 
(Continued on page 84) 





housetop.” ++E. B. Gallaher 
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Syd Glass Tells How He Solved 


THIS CHEAP TOOL PROBLEM 


“6 ITHOUT conceding any 
W erosne in maintaining that 
high grade tools are better 
value than cheap tools—we stock, 
feature and sell plenty of the latter 
grade, and by doing so have been 
able to increase slightly our volume 
on the quality lines.” That’s what 
Syd Glass, general manager of the 
Buckelew Hardware Co., Shreve- 
port, La., has to say about his tool 
department. 

“If a customer comes in and def- 
initely states that he wants a cheap 
tool, we let him have it without 
argument or without attempting to 
show him the comparative values,” 
he continued, “but let a customer 
merely state a desire to see a ham- 
mer, and we will first show him the 
best in the house. Maybe we will 
have to come down in quality to 
meet his pocketbook. If we do, all 
right, but let me catch any of my 
salesmen giving this type of cus- 
tomer request a cheap grade tool 
first hand, and you will see a sales- 
man out of a job. 

“Sometimes the hammer customer 
will look at a $1.50 model and say 
he saw one in our window at sixty 
cents. That’s fine. We hand him 
the good onze to hold while we ge: 


the sixty cents one. Most .of the 
time he will sell himself quickly on 
the better grade. This won’t always 
work, but it does enough times to 
justify the practice. 

“Too many hardware men in this 
position will lose their nerve and 
almost apologetically take away the 
good hammer and rush out with the 
cheap one. That type of fellow 
hasn’t any confidence in the good 
tools he carries. 

“Though we never mix good and 
cheap tools in the same window dis- 
play, we do have our department 
arranged so that comparison is eas- 
ily made. Our cheap goods are out 
on the conventional open top type 
display tables. Most of our good 


tools are in glass cases, or behind 
glass partitions on the wall. We 
often considered the disadvantage 
of glass partitions in front of qual- 
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ity tools, but came to the conclusion 
that our giving them protection has 
a psychologic advantage and helps 
our valuezcreating selling efforts. 
“Having six window display sec- 
tions, we always devote one to the 
tool department. About two-thirds 
of the time we feature in these dis- 
plays the competitive grade, and 
endeavor to make the assortment 
impressive. Our experience is that 
the cheaper grade tool displays pull 
for good tools as effectively as dis- 
plays devoted to the better grade. 
“When we first began to study 
the shift in our tool business and 
talked about putting in some cheap 
tools, it was suggested in some 
quarters that our reputation of 
many years for carrying only the 
highest grade in all lines might suf- 
fer with such a radical develop- 
ment. Our experience has been 





HREVEPORT, _La., 
is in the center of 
a good farming territory. 
One block from the 
main business street is 
this interesting view of 
the street which leads to 
the broadcasting station 
of W. K. Henderson of 
anti-chain store fame. 
This is to the left about 
three blocks from ithe 
point at which the pic- 
ture was taken. On the 
right is the office and 
plant of the Shreveport 
Journal, the newspaper 
with which Mr. Hender- 
son exchanged some com- 
pliments early this year 
due to the publication of 
chain store advertising 
in the paper. 
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quite the reverse. Many of our cus- 


tomers expressed surprise, and 
would say in effect, ‘I didn’t know 
you carried those REASONABLE 
priced tools just like Kresge’ (or 
some other chain store). We an- 
swer, ‘Oh, sure, we can serve you 
with anything you want, but of 
course you must remember that a 
ten-cent tool is just a ten-cent tool.’ 

‘Before we took on the competi- 
tive grade of tools we did plenty of 
thinking. We studied the nature of 
our local demand. We studied the 
details of our local price competi- 
tion on tools, and found it was 
limited to about 35 items, all of 
them fairly common in use by ama- 











HILE the HArpDware AGE representa- 

tive was talking with Mr. Buckelew, Syd 

Glass waited on a lady customer who 
asked for a $1.35 spade shown in one of the 
window displays. As she walked with Mr. Glass 
to and from the rack where the spades were 
hung she began to shop on the Buckelew open 
top display tables. She picked up several items 
while walking in both directions. Mr. Glass 
made it a point to take two different aisles. 
When she was through “shopping,” her bill 
had grown from $1.35 to $6.99. It included: 
1 clothes brush at 65 cents; 1 potato cutter at 
65 cents; sponge at 60 cents; chamois at $2.65; 
clothes line at 35 cents; Mary Ann set at 85 
cents; trowel at 25 cents; rake at 25 cents and 
refrigerator pan at 59 cents. 








teur mechanics or householders. By 
no means was there any important 
price competition on precision tools, 
or on the types of other tools pro- 
fessional users buy. Our competi- 
tive grade stock is based on what 
we learned. From casual observa- 
tion we believe that some hardware 
dealers either attempt to get along 
on too few or too many cheap tool 
items. They should study local con- 
ditions first and buy the cheaper 
grade accordingly.” 

The Buckelew Hardware Co. is 
one of the oldest and best known 
retail establishments in Shreveport. 
With an estimated 1930 population 
of 100,000, the town has grown 
greatly since 1900, when there were 
only 16,113 persons living there. 
The town, of course, has received 


considerable attention from the 


fiery activities of W. K. Hender- 
son, the anti-chain radio broad- 
caster. The Buckelew firm belongs 
to Henderson’s Merchant Minute 
Men (M. M. M.) and displays the 
metal sign denoting such participa- 
tion. Will Buckelew, the owner, has 
known Henderson since boyhood, 
admires him, and feels that his mem- 
bership in the M. M. M. is helping 
general business for all independent 
retailers. 

Shreveport is in the center of a 
good farming community, but also 
boasts of some very fine industries. 
In a few months the U. S. Army 
will complete a wing attack airport 
on the outskirts of the city. This 
will bring a substantial increase in 
population, and will bring another 
hardware buying industry to town. 


Typical of the window displays used 
by Buckelew Hardware Co., Shreve- 
port, La., to attract the tool trade. 
This particular window features the 
Every item 


competitive grade tools. 
has a visible price ticket and every 
price offers a value comparable to 
any similar offering in town. 








These are the 


competitive 


grade tools featured by Buck- 
elew Hardware Co., Shreve- 


port, La. 


Hammer .. 
Tack Hammer ..... 
Ball Pein Hammer. . 


Wrench Sets (of 6) 
(End Type) 


Ratchet Brace . 
Plasterer’s Trowel . 
Smoothing Plane 
Grinder Head .. 
Hatchets 

Brick Trowel 

4 Inch Clamps..... 


10 In. Wrench 
(Wood Handle) 


Wrench Sets (Sockets) .. 


Radio Pliers 

Pliers . 

Cutting Pliers .... 
Hand Drills 
Breast Drills 
Hack Saw Frame 


Scout Axe with Sheath. 


Steel Square 
3 Ft. Zig Zag Rule. . 
4 Ft. Zig Zag Rule 


6 Ft. Zig Zag Rule... 


9 In. Auto Wrench 
Screw Driver 


Hand Saw . 


1. 
25 
.00 


1 


1. 
-60 
15 
15 
-49 


— 


Retail prices given. 
$. 
35 
39 
79 


60 


25 


25 


69 
79 
15 
-50 


85 
35 
29 
PD ip 
15 
-20 
25 
29 
-10 
95 
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An Adventure on a Summer's Day 


By SAUNDERS NORVELL 


T is too hot to write about any “problems.” Let 
us take a vacation from problems and heavy-weight 
literature until after Labor Day. So this letter will 


just be chatty. 
xk * x 


I have just had a new and most interesting experi- 
ence.. One of my teeth was loose_and I had to see what 
was the matter. My regular dentist examined the tooth 
carefully, felt it with his little pick, and then remarked: 
“Your tooth is split in half. It has to come out.” That 
of course was cheerful news. 


M Y regular dentist does not pull teeth. He tele- 
phoned to another concern in town who make a specialty 
of tooth-pulling. They said if I would come up imme- 
diately they were ready. I had not had a tooth pulled 
in years, and I had a very painful recollection of my last 
experience. At that time I was traveling. It was in a 
small town. The dentist put me in his chair, and I 
gripped each arm of the chair and held on like grim 
death. Then after waving a fearful-looking forceps 
before my eyes, he took a half-Nelson around my neck, 
reached for my tooth with the forceps, pushed down 
until he got a stranglehold and then pulled. I thought 
the top of my head was coming off. It was a fearful 
experience. But like all other such experiences, time had 
softened the memory and now here I was again up 
against the same old thing. Another tooth to be pulled. 
However, like death and taxation, there is no escape, 
so I went downstairs, took a taxi and set sail for the 
tooth-pulling dental emporium. I certainly wasn’t happy. 
T thought of brave men on the battlefield, but that didn’t 
seem to do me a bit of good. I was sure it hurt just as 
much to have a tooth pulled as it did to be shot. 
Possibly a little more. I made a note to inquire about 
that from some of my friends who have had both 
experiences. 


Te tooth-pulling emporium was in a very handsome 
building. A neatly-dressed young lady operated the 
elevator, and as I gave her the number of the floor, she 
smiled and remarked: “Oh, you are going to have a 
tooth pulled.” “Yes,” I replied, “and I propose to pension 
that tooth for long service.” Isn’t it queer how friendly 
people become in hot weather, while in the winter time 
they will hardly speak? 


Getting off at one of the top floors, I opened a door 
and found myself face to face with another neatly- 
dressed young lady sitting at a desk. Before her was 
a cabinet with a card index system. “Have you an 
engagement?” she inquired. I admitted I had, and then 
I handed her a card given me by my regular dentist. 
You see, it is necessary to have an introduction from 
one dentist to another. She took this card, and then 
removed another card from her cabinet and proceeded to 


- fill it out. I told her my name, address, age, occupation 


and a number of other bits of information about my 
previous condition of servitude. Then after carefully 
writing this out, she pushed a button and another young 
woman appeared, dressed all in white with a nurse’s cap. 
“My goodness” I said to myself, “you would think my 
appendix was acting up.” This young lady smiled 
pleasantly and said “Come with me.” She took me 
to a nice little dressing room with art nouveau decora- 
tions. Everything was in angles and straight lines. 
There was nothing in this room but a couch with fancy 
covering, a wash basin, a mirror and a comb and brush. 


M Y guide, still smiling pleasantly and showing 
beautiful teeth that would serve for any tooth paste 
advertisement remarked : “Take off your coat, collar and 
tie.” I did this. Then she said: “Sit on this couch until 
I call for you.” So I sat. The situation was becoming 
interesting. I was only glad that they had not dressed me 
in a hospital suit and put me on one of those little wagons 
that they use in making trips to the operating room. In 
two or three minutes the nurse returned and said : “Come 
with me.”’ I went down a corridor and was shown into 
a room with an operating chair surrounded by curious 
tanks and nickel-plated pipes with gages and valves. 
“Great Scott,” I thought, “there is an amendment I 
intended to make in my will, but I forgot to do it, and 
now it is too late.” While I was thinking about the will, 
they helped me into a chair. A young doctor, also 
dressed in immaculate white, said: “We will first take 
your blood pressure and then we will test your heart.” 
“Fine,” I said, “go to it. I have just had a cup of coffee 
and smoked two good cigars, and my blood pressure I 
am sure will be acting up.” Then he bound my arm 
with rubber bands that were attached to one of the 
machines and gradually tightened these bands. He 
tightened and relaxed them several times. Meanwhile he 
took out a card and made a memorandum from one of 
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~ the steam gages. “Well, doc,” I inquired, “how about 


it?’ “Ten points above normal for your age,’ he 
answered. But that is O. K. because we always allow 
ten points for excitement on the part of the patient.” 
“Great,” I answered, “then you think I will live?” 
“Before I answer that,” he replied, “we must test your 
heart.” Then another doctor came in, dressed in white. 
He put a stethoscope on my chest, with rubber tubes 
leading up to small ear arrangements which he had in 
his ears. He listened carefully, and moved the stetho- 
scope from place to place around my heart. When he 
finished I said “Well, doc, how about it?” “Judging by 
your heart,” he replied, “the Angel Gabriel will have to 
kill you with an ax on Judgment Day.” 


"Tuen the two doctors and the nurse escorted me into 
another room, and I realized that this was the real 
torture chamber. All the rest were merely preliminaries, 
to see how long I would last. But my little nurse was 
right with us and she was smiling as cheerfully as ever. 
She whispered to me “Don’t be nervous, there is abso- 
lutely nothing to it.” “But what are you going to do?” 
I inquired of the doctor. “Are you going to use local 
anesthetic, laughing gas, or do you propose to do the 
job just plain with nothing extra? You see,” I said, “I 
am very much interested because in my long life I have 
never used a narcotic or taken gas. This to me is an 
entirely new experience.” As I talked, he worked. “We 
propose to use gas,” he answered. “We always do, be- 
cause it is best. It is perfectly simple.” As I listened, 
one doctor took my pulse while the nurse and the other 
doctor fixed the gas mask over my mouth and nostrils. 
However, I could see, and across the street in window- 
boxes I saw red geraniums waving in the summer breeze. 
“Nice flowers,” I thought. “Somebody loves flowers in 
that flat.” Then I took a long breath. I looked again 
across the street. The flowers were still there. I took 
another long breath, looked across the street and the 
flowers were still waving. Then another long breath. 
I could still’ see the flowers. “I guess the gas is too 
weak for my system,” I thought to myself. ‘They prob- 
ably cut this gas, the way the drug stores do,” and then 
—I was yachting on Long Island Sound! It was a beau- 
tiful day and I was leaning over the side of the yacht 
watching the blue water. Before I could look around, 
however, to see who was in our yachting party, I was 
rudely awakened and told everything was over. “You 
don’t mean to tell me you have taken out that tooth?” 
I said in astonishment. “Yes, here it is,” they answered, 
“in two pieces, and it is a good thing you had it out, 
because it was infected and would have given you 
rheumatism. Did you ever have any pains in your legs?” 
the doctor inquired. I told him no; the disease had not 
quite gone that far. 


I HEN my nurse escorted me back to the little room 
with the couch, and I lay down. She covered me gently 


with the “kunst moderne” blanket and left me to rest. 
I felt very peaceful. After about five minutes she re- 
turned with a nice cup of hot tea. “Oh,” I said “You 
serve tea too.” “But,” she returned, “we don’t give you 
anything but tea.” My, but that tea was good. I 
remember when I finally arose and dressed, I gave this 
young lady a tip of one dollar. When I told a friend 
about it, he remarked that he had always thought it 
necessary to give me gas before I would come across. 

The nurse then escorted me out to the entrance, to the 
siren who manipulated the cards. She looked at me 
cheerfully and whispered in a well modulated voice: 
“$5 please.” I paid without hesitation. I never before 
in my life got so much for $5. Then she handed me two 
prescriptions, one for a mouth wash and the other in 
case I had any pain. She also handed me a card in 
which certain instructions were printed. “Read this card 
carefully,” she said, “and then call again tomorrow at two 
o’clock for observation.” So I gathered these papers 
together and beat it for the elevator. There I happened 
to find the same elevator girl. Again she smiled cheer- 
fully as she-said “just short one tooth and $5.” As we 
went down, she added that every day she took dozens 
of people up with a lot of teeth, and took them down 
shy a few. “But after all,” I remarked, “teeth are a 
necessity, and by the way, tell me how many teeth you 
have?” She did not know, and it gave me great pleas- 
ure to inform her that the average normal person usually 
has thirty-two teeth. To this she replied: “Are they 
evenly divided, sixteen in the upper jaw and sixteen in 
the lower?” I replied that I would have to look up my 
book on dentistry to answer that. It is, however, a 
curious fact, as told me by a dentist, that our upper 
teeth all wear out first. He said this was because the 
lower teeth were protected by liquids in the mouth. 
Therefore, brothers and sisters, start early and take 
care of your upper teeth, or some day you will take a 
yachting trip via a gas machine. 


* * * 


"Tuerz is no doubt the above treatment I received 
was “the last word” in tooth-pulling. It was certainly a 
great improvement over the old-time methods. THE 
Harpware AcE, I find from my correspondence, goes 
to all parts of the world. It reaches every little hamlet 
and out-of-the-way spot in the United States as well. 
Some of my high-hat friends will remark : “Why does he 
write about such a simple matter as having a tooth pulled. 
We all know about modern tooth-pulling.” Well, maybe 
you do, my friend, but I didn’t, and I believe there are 
hundreds of readers of this magazine who have never 
had a tooth pulled de luxe. Therefore, I maintain this 
is news, and it is interesting. Besides, I am studying 
the art of writing a short story. Guy de Maupassant 
was one of the greatest short story writers the world 
ever produced. He was a student of Flaubert. Flaubert 
made Guy write for six years before he would allow 
(Continued on page 78) 
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PLANNING A HarDware 


By JOHN H. GANZER 


Locating the various departments’in the plan 


EFORE going any further with the arranging 
or laying out of a store it is necessary to give 
several features of the business very careful 
study. 

The most important is to determine which de- 

partments in the store are most profitable and 

which departments offer the largest opportunity for de- 

velopment. Space to the various departments should be 

allotted on the basis of the profitableness of the depart- 

ment. It is not uncommon to find departments in stores 

that are occupying far more space than they should 

while other really profitable departments are crowded 
over into a corner. 

In rearranging a store it is often possible to give some 
of these crowded departments that pay a real “place in 
the sun” where they can get a chance to earn some real 
profits. 

At this point the viewpoint of outsiders will be very 
helpful because it is very seldom that people who are 
in the store all the time will see the departments that 
can be developed. Look around and see what lines are 
being featured by other hardware stores and ask your 
jobber’s salesman what lines he thinks can be developed 
most profitably. Talk to your friends about it, get the 
opinions of some of your hardware friends who operate 
stores in other sections of the city or in other cities. 
They can help you in this respect and you can in turn 
help them. An exchange of information of this kind is 
always valuable to both parties. 

Consider your competition when you are trying to 
determine the lines that offer the most promise for you. 
Try to select lines that are not adequately represented 
in your territory now. It is easier for example to 
develop paint sales in a territory where there is no 


Showing how a store of average size can be arranged to attract the woman 


customer and yet appeal to the mechanic as well. 


exclusive paint and varnish dealér than it would be if 
such a store were located next door. It is all right to 
talk about forcing sales under any condition but it is 
sometimes more costly than it is worth. What good 
are sales without profits? 


General Classification of Departments 


One trouble with so many hardware stores is that they 
overlook the woman customer when they are arranging 





JOHN H. GANZER 
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| STORE FOR p ROFIT 


CHAPTER THREE 


their departments and their displays. A hardware mer- 
chant told me once that he wanted his customers to feel 
that they could spit on the floor any place they wanted 
to. That’s fine for a very few but I am sure your wife 
does not trade at a store like that and neither do other 
women. When a hardware man operates a store of 
that class he cuts out his best customer, the woman. 

By far the best plan is to think of the woman cus- 
tomer and the impression she will get of your store the 
minute she comes in the door. To make it attract her 
one side of the store should have a department for her 
right up in front. Then in order that you will not scare 
away the carpenter and mechanic by having the store 
too feminine fix the other side of the store up to attract 
the man. Sporting goods, electrical goods, auto acces- 
sories, tools or any good line that is profitable in your 
store and that is sold mostly to men. 

It does not matter which side of the store either de- 
partment is on, because while some merchandising 
authorities give one side of the store more credit for 
sales than the other there is really such a little differ- 
ence if any, that it is not worth the time necessary to 
figure it out. : 

So to go further with the type of store we discussed 
in the July 3 issue of HARDWARE AGE let’s put the 


The first chapter of 
this series on the ar- 
rangement of a hard- 
ware store for profit 
appeared in the June 
5th issue of Hard- 
ware Age. This is the 
third installment. 


women’s department on the right and the men’s depart- 
ment on the left as shown in the chart below. 

On the right hand side we will start with gift merchan- 
dise ; it usually shows a good profit and women are always 
looking for a little gift for a bridge party or some other 
occasion. Next to this we can place electrical merchan- 
dise such as toasters, irons, percolators and the many 
other appliances. In the wall cases and on the open top 
display counters just opposite we can put all the little 
electrical merchandise. Next can come paints and 
brushes or household goods including dishes, kitchen- 
ware, etc. 

Now, on the man’s side let’s put first the sporting goods 
department, or if in a town where there are many 
mechanics it might be better to put tools first, but in 
every instance you must determine the department that 
you want to push hardest by the conditions in your own 
territory and your own store. 

Tools should be followed by builders’ hardware, 

(Continued on page 69) 













































































































































































In a store as large as the one shown here there are many ways of arranging it that would prove effective. As laid out here one 
side cf the store is designed to appeal to women and one side to appeal to men. 
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Don’t Be a Flag Pole Sitter! 


The Man Who Gets Up In The Air About Business, 
Then Sits There Doing Nothing Cannot Get 
Any Place But Down 


bbbbbb bbb tn trbrbrir tr intr trtrotrobrtota 


SEPTEMBER! Time to get down to earth and do the OOSOOOOOO9 9900000000008 
practical things to get Fall business coming your way. 





Everybody knows the name of the man who flew over 
the South pole—but who can recall the name of even one 
flag pole sitter? And who ever knows much about the 
flag pole-sitting merchant. Those who are compelled to 
listen to his complaining are glad to forget him and his 





wailing. . 
But—when merchandise and service are right, and you 
let more and more folks know about your store, and re- 
mind your regular customers frequently of your readiness 
to serve then—-well—you know the 








No. 2 
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Our store will remain 
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@ closed all day Monday, 
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These illustrations and set-up ads > September Ist 
are carefully prepared to help you il , 
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to have timely advertising to tell te ’ LABOR DAY 
. . Pio <- , 
folks all about the merchandise in NF. < 4 
‘ spr, 7 : a 
which they are interested. Use @ In recognition of the day set 
them to get September business. 3 apart to celebrate in honor of 
Watch for a mew series every 7 pe ag oe peo- 
@ ple of our great country. 
month. SEPTEMBER > | 
MERCHANDISING ’ (Store Name Here) g 
‘ ee 
ize This! | 
Memorize IS: Check over these items and see 
i sient Milian that your advertising and your ise 
Wears away the hardest stone. window, ledge, counter and show- a 
case displays feature them in addi- s 
The constant gnaw of Towser : : " A 
t tion to those pictured in the ad- * Se 
Masticates the toughest bone. p i 
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Carries off the blushing maid. DO YOU RE UIRE ey 
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urtain s e as 
Is the one that gets the trade. Vacuum Cleaners Bathroom Fixtures MORE ADVERTISING 
Electric Lamps Plumbers’ Supplies 
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From “Jim the Conqueror” “yes Fess ny urns 
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Fall 
Cleaning 
Days 

Are Here 


Things that 
save your time 
are priced to 
save you 
No. 5 money. 











Much of cleaning time drudgery is 
banished by proper utensils. We 
have cleaning aids and helps to 
beautify your home—all priced 
most reasonably—all dependable. 
Come and see how well we have 
anticipated your requirements. 








Mops, Brushes, Pails 


Also brooms, dusters, carpet 
sweepers and all the other needs of 
the housewife are here in splendid 
variety. 






(Descriptions 
and Prices) 





Step Ladders 


Protect yourself 
against strains and 
falls by using a 
step-ladder to 
reach’ high places. 
They’re inexpen- 
sive and soon 
pay for themselves 
in time saved in 
doing the work 
quicker and safer. 





(Descriptions 
and Prices) No. 8 


Store Name 








HOW TO 
ORDER 
MATRICES 
PAGE 31 











] No. 9 
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IN 


Our September Sale brings to you our 
high grade standard brands of kitchen 
wares at greatly reduced prices. 
Whether you need a single item or a 
complete kitchen equipment—you can 
buy it here at a saving. Make a list 
of the things you need—and come here 
tomorrow. 
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No. 11 No. 12 
Dinner Ware 


Striking price reductions are in 


Aluminum Ware 


If you want to save on your alumi- force. So many beautiful sets are 
num pots and pans be sure to come offered that you are assured of 
‘ . making a choice selection and sav- 
here during this sale. ing 
(Descriptions and Prices) (Descriptions and Prices) 
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No. 13 No. 14 
Enamel Ware Tempered Glassware 


The convenignce of glassware for 
baking and serving is too well 
known to need emphasis—prices are 
lower now. 

(Descriptions and Prices) (Descriptions and Prices) 


White or colored enamel ware is 
featured at September prices, afford- 
ing substantial savings. 




















No. 15 No. 16 


Tin Ware Pantry Boxes 


Bak ng is more of a pleasure than 
a task when one has all the neces- 
sary utensils—get them at sale 
prices. 

(Descriptions and Prices) (Descriptions and Prices) 


Get these convenient boxes in the 
color for your kitchen—and save 
money at these September prices. 


Store Name 
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Electrical Needs 
at Special Prices 


Much of the comfort of the 
modern home is due to elec- 
tricity. The more of today’s 


Beauty in Your 
Bathroom 


September reductions on 
smart, colorful bathroom 
equipment will be of much in- 





: 
: 
? 
f 








terest to all who are renewing 
the color scheme of an old 
bathroom, or installing a com- 
plete new bath. 


practical appliances you have, 
the simpler and easier your 
household duties. Now, you 
can get them at worthwhile 
savings. 


(Descriptions and Prices) 


(Descriptions and Prices) 





Store Name Here 








Store Name Here 
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No. 21 
A can of good paint holds both 
Look after your roof now—if it beauty and protection. There’s 
needs repairing, you can put it in both pleasure and profit to be 
first class condition and at small gained by keeping everything 
expense with a few rolls of our within and without your home 


durable (brand name) roofing— 
it’s easy to apply and insures com- 
plete protection to your building— 
come in and let us figure with you 
on your roofing requirements. 


spick and span. We have every- 
thing you'll need to paint up and 
fix up for Fall. 


BANG! 
Good Shot ! 


The gunning season is nearly 
here—and again we _ say 
“Ready” with a _ complete 
stock of hunters’ needs, in- 
cluding hunters’ clothing, de- 
coy ducks, traps, guns and 





PAINTS 


(Descriptions 
and Prices) 


(Descriptions and Prices) 


Store Name Here 
‘ 

















ammunition. Your BRUSHES 
— 1 Price Pipes (Descriptions = 
(Descriptions and Prices) wail ‘Prices’ : 


Right ? 


Store Name Here 





Most of the ill health of the closed 
in months is caused by faulty 
plumbing. It may be careless \ 
work when first put in or things 
may have happened to cause leaks 


or breaks. (Descriptions 


It will pay you now to have any and Prices) 
plumbing changes or repairs done, 
before the cold weather sets in 
and makes the work more difficult 
or inconvenient to have done. 





Store Name Here Store Name Here 
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No. 27 


Be Comfortable 


Fireplaces, fireplace fixtures and 
portable heaters that can be taken 
from room to room—either gas, 
oil or electric— 
are here in many 
new styles, and 
reasonably 
priced for the 
best makes. 


(Descriptions 
and Prices) 





No. 28 


Stove Time 


Here are the things you'll need to 
get stoves and furnaces in order 
and keep 

them going. 





(Descrip- 
tions and 
Prices) 


Store Name Here 
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LET US 
FIX IT 














Proper cleaning of the boiler, 
flues. and fire box now, with right- 
ing of the adjustments on the radi- 
ators will assure you better heat- 
ing and less cost in coal used later. 
Let our man go over your heating 
requirements and he will put your 
home on a safe heating basis for 
the winter. 


Store Name 









We're keeping open house during Fair Week. 
We have arranged to check packages free. Meet 
your friends here. And, in addition, notice the 
Fair Week Specials that offer timely savings on 
things you need for fall and winter. 


FAIR WEEK SPECIALS 


Axes and Saws 


(Descriptions 
and Prices) 





Lunch Kits 


(Descriptions 
and Prices) 


Dairy Supplies 


(Descriptions 
and Prices) 





No. 35 
Corn Hooks , oe 
(Descriptions Leon a 
and Prices) Good Tools IN 
‘J (Descriptions re 
a, * and Prices) im: 
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Store Name 



























HOW TO ORDER— 


If vou have local stereotyping facilities, request the com- 
plete sets of mats of all the advertising illustrations on 
these four pages, enclosing your check for $1.25. 


If you need mounted cuts order them by numbers given 
under each cut, listing the numbers in a column. Figure 
the charge at 30c. for each cut when less than ten cuts 
are ordered; when ordering ten cuts or more, figure the 
charge at 25c. for each cut ordered. Enclose check with 
order, please—this saves bookkeeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 


239 W. 39th St., New York, N. Y. 
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Classify Your Window Displays 


to secure the best results displays should 
be carefully planned in advance 


By J. M. WARD YOST 


In order to secure more variety 
in your displays, avoid monotony 
and “sameness,” they should be 
classified and a number under 
each heading included in your 
yearly display campaign. For 
practical purposes, displays may 
be divided under four headings, 

Merchandise, Feature, Inspira- 
tional and Educational. 

Merchandise displays are just 
what the name implies and prob- 
ably ninety-five per cent of dis- 
plays will come under this head- 
ing. ‘‘Feature” displays should be 
arranged to introduce one or more 
related items or articles to the 
public. An excellent example of 
this type of display is reproduced 
herewith. 

Inspirational displays are de- 
signed to “sell” the store to the 
public by devoting a winduw to 
some unusual event of general in- 
terest. Such displays are not in- 
tended to sell goods but to in- 
crease prestige and create good will. 

Educational displays are usually placed in con- 
nection with a demonstration of a new product and 
are designed from an advertising point of view, ex- 
plaining the merits of the article in order to pro- 
mote sales at the same time. Manufacturers usually 
supply all the cards, material and instructions for 
the purpose. ; 

The accompanying display was designed to fea- 


. 


TENT LE 








An excellent example of a “Feature” window 


ture a new gas range and sell it on its merits 
rather than on price. For this reason the price was 
omitted. The large card in the center of the win- 
dow announces “8 Unexcelled Features.” To the 
right on a large card in a metal frame we find the 
eight features listed. Anyone who stopped to look 
at this window could hardly help reading the cards 
and after reading them would know more about the 
latest improvements in gas ranges. 


Colorful Displays 


Sell more goods 


The Decorative Plaques in Wrought Iron Frames 
shown in the illustration are finished in Fall color- 
ings and are suitable for use during the months of 
September and October. Wrought Iron frame 
Plaques on this order are especially adapted to 
shallow windows as they are suspended directly 
against the background of window and do not inter- 
fere with the merchandise arrangement. The 
Plaques are easily removed and showcards sub- 
stituted as shown in the display above. Further 
information about these frames may be had by 
writing to the j ; 

Hardware Age Display Feature 
239 West 39th St., New York City 
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inning New Customers 


They generally account for 
the increase in sales 


No hardware store can afford to count on its regular 
customers for an increase in sales. True, some will buy 
more, but others will move away or for one reason or 
another buy elsewhere. Your regular customers should 
receive first consideration, but the matter of cultivating 


new ones is equally important. 


It is easier to secure new customers through small 
sales than large ones. As the small scales greatly out- LLM pe —— yes 
number the large ones it is easier to cultivate the buyers 
because there are so many more of them. 

Your Window Display Campaign should include a 


number of displays designed to attract a large number 
of buyers rather than a certain few. How many dis- 
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Illustration A. Showing a simple arrangement of 
the HarpwareE AGE Interchangeable Fixture de- 
scribed in the issues of June 12 and July 3. 
This combination of units is suitable for a 
window having a background length of ten feet 
or more, 


plays can be arranged for this purpose will depend on 
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Illustration B. Showing another arrangement of the interchange- 
able units suitable for a window having a background length 
nine feet. Unit No. 5 can be used to support a wood or glass shelf 


instead of the vase with flowers. 


A Display Calendar 
for October 


Good displays are rarely the result of over- 
night inspiration but rather of plans and 
preparation made well in advance. For this 
reason we suggest planning your October dis- 
play campaign in August. Here are some of 
the more important events to be considered. 


Hunting Season. Fall Fairs. 

Fall Openings. Canning Week. 
Foot Ball. Basket Ball. 
Moving Day. House Furnishings. 


Columbus Day and Halloween offer an op- 
portunity for special windows. If you believe 
in the value of good displays give your dis- 
playman plenty of time if you want the best 
results. 





Many stores have shallow windows on the 
side street or around the entrance that are not 


Trimming Shallow 


the number of windows available as well as 
how often they are changed. 


* >» 

a. , se ee Attractive displays of small articles are difficult to 
| | arrange unless suitable fixtures are on hand. To build 
| | I a special setting each time would require considerable 

Postia nee 4 Poona | 4 planning and entail more or less expense. The solu- 
y | : | tion of the problem is to have a number of units that 
| gee: ne ; 5 are interchangeable so they can be quickly arranged 
IT | LE RES a to fit a space of any size or shape. 
J Sa Na EES 


The Hardware Age Display Fixture described in 
previous issues was designed especially for the display 
of the smaller items, although the background units 
may be utilized in connection with displays of large 
articles. The various units can be assembled or taken 
apart in a few minutes and attractive settings arranged 
without any previous planning or preparation. This is 
the time to build it for your Fall and Holiday displays. 


Windows 








easy to trim as the display must be built up 
close to the background instead of being ar- 
ranged on the floor. A three panel screen as 
shown in the illustration will come in handy 
when trimming such windows. The center 
panel should be 16 to 18 inches and the side 
panels about about 12 inches wide. The height 
will be governed by the height of window. 
The screen should be constructed from seven- 
eights inch well seasoned lumber and _ the 
shelves attached with corner braces. Shelving 
may be substituted for the picture on the 
center panel. 
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Ornamented Price Tickets 


Will give you a direct tieup between 
your window and interior displays 


By J. M. WARD YOST 


That a window with price tickets will sell more goods than one 
without has been proved so often that further comment should be 
unnecessary, yet many Hardware Dealers neglect this important 
detail, believing that the goods should sell themselves. Some dis- 
plays do not require tickets, especially those known as “Feature” 
windows, as in such cases the display is designed to sell the article 
on its merits rather than price. 

For general use and especially small articles a plain ticket as shown 
in illustration B will be satisfactory, but for special sale events an 
ornamented ticket shown in illustration A will be far more effective. 
A ticket with seasonable ornamentation talks for itself. It not only 
makes the item appear seasonable but it informs the customer that 
an important sale event is taking place. Such tickets give your dis- 
plays a touch of color lacking in many articles and at the same time 
give your showings an individuality that will not be found in the 
average display. 

A different ticket should be used in connection with every sale, also 
a new design each month or at least every selling season. In connec- 
tion with some selling events, the interior displays may not be re- 
arranged, in such cases the price tickets should be changed in order 
to make a closer tieup with the sale. 

The tickets shown in illustration A were designed for use during 
September or the Autumn months. They come in two sizes, three and 
one-quarter inches square and two and one-half by four and one- 
fourth inches. They are finished in three colors and the space for 
the price is large enough for some lettering if it is required. 





#448 Ae 
7 35¢ The tickets shown in illustration 
~ B measures one and_ one-half 





60f 





72 ¢ 75¢ inches by two and one-half inches 

and are intended for use with 
small items. A ticket is all that 
is necessary with some items, but 
with others additional informa- 
tion is important. The Announce- 
ment Cards shown in illustration 
C were designed for the purpose. 
They measure two and one-half 


ZOF¥ 





90¢ | 92¢ | 93# 


$725 





925 | #725 





#7 85 #7 90 by five inches and have a space at 
$290 


#500 


the top for lettering in the price. 
In case a Card Writer is not avail- 
able, the small tickets shown in 
illustration B can be cut and pasted 
in the space. 


#780 
#280 
£f50 
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Hiustration B 





Illustration A 








The Harpwarer AGE has arranged to 
supply Ornamented Tickets as shown 
in illustration A in lots of 100 for One 
Dollar postpaid. Give number of 
ticket, and quantity. 

The plain lettered tickets and an- 
nouncement cards shown in illustrations 
B and C come in sets of 714 tickets 
and 120 announcement cards. They 
come printed on cardboard and must 
be cut apart. Prices range from 5c. to 
$15. Either type of ticket may be 
ordered through the Hardware Age 
Show Card-Feature, 239 W. 39th St., 
New York City. Check should ac- 
company order. 
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Second of a series by C. V. DAVENPORT 


After Attracting Attention 





FIRST WORDS Definite Information. 


Most Vital Selling Points. 
REGARDING Referring to Purpose of Pur- 


MERCHANDISE chase. 


FIRST ACTIONS ‘Promptness in showing. 


IN SHOWING Placing goods in reach. 
Displaying to best advantage. 


GOODS..... Removal of objectionable fea- 


tures. 
Hafidling to enhance value. 


Arousing Interest By Words 


Definite Information that carries a strong appeal will help to 
stimulate mental activity. Some customers have a definite desire 
and a decided opinion of what they want, and express it. Others 
have a decided opinion but do not put it into words. Then 
there are many customers whose ideas and opinions are not 
clear to themselves and they consequently have not definite and 
decided opinion to offer. When the opinion is not expressed, 
it is necessary to bring it out by tactful questions or statements. 


Most Vital Selling Point: Calling your customer’s attention 
to the special merits of the merchandise immediately interests 
him in it. Knowing the special merits of your merchandise 
and featuring them convincingly is one of the secrets of suc- 
cessful selling. 


Referring to Purpose of Purchase: To encourage confidence 
in himself and in the store, the salesman should endeavor at 
all times to sell the goods best suited to the needs of the cus- 
tomer. This is a matter demanding the exercise of good judg- 
ment and tact. The customer should be given to understand 
what the goods are and what may be reasonably expected in 
the way of service. Recommendations may be made, but the 
salesman should at no ‘time be unduly insistent. This is one 
of the important underlying principles of salesmanship. Keep- 
ing it constantly in view will result in performing services 
that will further the interests of the salesman and of the store. 





Many sales are lost at the very start because the salesman does not have 
sufficient tact and patience to hold the customer’s attention long enough to get 
him really interested. He shows one or two items and then concludes that 
he won’t buy. The salesman’s indifference drives the customer away. Continue 
to show your prospect as long as he is willing to look. The very fact that you 
are able to retain his attention proves that he is already more or less interested. 


Arousing Interest By Actions 


Your every action should impress on the customer your will- 
ingness to serve. The promptness with which you approach 
him; the ease with which you attractively display your wares 
and the judgment with which you fill his requirements all 
make their imprint on your prospect’s mind. There’s an old 
saying, “Actions speak louder than words.” And in selling 
this is often the case 


Promptness in Showing is of utmost importance. Showing 
immediately and attractively what will appeal to the customer 
and making interesting comment about it is one right way of 
presenting to arouse interest. 


Placing Goods in Reach: Giving the customer an opportunity 
to handle the merchandise is one way to keep him properly 
busy while it may be necessary for you to look further for 
other merchandise. His attention will not, therefore, be dis- 
tracted while you are selecting other merchandise for his con- 
sideration. You are keeping his mind active in the right 
direction. 


Displaying to Best Advantage: There is a right way to dis- 
play before your customer each piece or kind of merchandise. 
Each item should be given every possible opportunity to look 
its best when placed before the customer. Light, color, form 
and use play an important part in this phase of selling. Me- 
chanical, monotonous showing ‘ever arouses interest. Awk- 
ward, inartistic, careless displaying creates confidence in neither 
the merchandise nor the salesman. It hinders rather than helps 
the sales, because it shows the merchandise to disadvantage. 


Removal of Objectional Features: Showing too much mer- 
chandise frequently confuses the customer, or continued dem- 
onstration of the wrong merchandise tends to increase mental 
confusion and never leads to interest. 


Handling to Enhance Value: The manner in which merchan- 
dise is handled by the salesman will raise or lower the value 
of the merchandise in the customer’s mind and thus affect the 
customer’s interest. Successful salesmen do not overlook the 
importance of the way in which the merchandise is handled 
by the salesman. 
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TRADE ‘i 


WINDS 


By LLEW S. SOULE 


The Coupon Stages a Come-back 


For several years they have not been particularly 

active. When business was naturally good, mer- 
chants were not so eager to fall for so-called “business 
building” schemes. Also the average coupon plan had 
come in for considerable adverse publicity and the “pick- 
ings” of the coupon salesman were slim. Now, however, 
with business not so easy to get or hold, the coupon 
salesman is combing the country with his sure-cure 
remedy for lagging sales. The sad part of it all is that 
merchants in all parts of the country are listening to his 
bally-hoo and investing their good money in his allur- 
ing coupons. 

Yes—the coupon is a good business builder—for the 
coupon distributing company and the coupon salesman. 
Unfortunately it seldom works out as well for the 
credulous retail merchant. Often it adds a load of grief 
and worry to a cash outlay that through no stretch of 
imagination can be called “investment.” 

Let’s look at it from a cold-blooded business stand- 
point. The coupon distributing company, regardless of 
the name under which it operates, is not in business for 
its health. Likewise it is not in business to make money 
for the merchant. Its job is to make money for the 
coupon company, first, last and all the time. What does 
it have to sell? Usually a rose-tinted plan, a high- 
powered sales talk and a bunch of cheaply printed cou- 
pons and certificates. The merchant is supposed to give 
a coupon with each purchase of a given amount. The 
customer is supposed to save the coupons and send them 
in for certain wonderfully described premiums. 

If the retail merchant could get the prices for his 
goods, that the coupon houses get for their premiums, he 
could forget competition and play golf three days a week. 

Only recently we received a letter from a hardware 
merchant who complained bitterly of a coupon sales 
promotion plan which he had been inveigled into buy- 
ing. In this case the plan was actually as follows: The 
dealer was to buy the coupons and give one away with 
each 25 cent purchase.. When the customer had accumu- 
lated 25 coupons he was to’ mail them to the coupon 
company and get a certificate; when he had hoarded 25 


6 b= coupon distributing companies are busy again. 


certificates he could send them in and get a camera free. 
All perfectly legal. 

However, the ambiguity of the transaction was in the 
fact that the coupon salesman talked only in terms of 
certificates, and the dealer was led to believe that he 
could offer his customer a camera for 25 coupons, repre- 
senting only $6.25 worth of purchases. According to 
this dealer, when he questioned the salesman as to how 
the coupon company could afford to give such high value, 
the salesman replied that his firm was interested in the 
sale of films, and could sell the cameras at a loss in 
order to get the film business. 

To make a long story short, the dealer fell for the plan 
and bought the coupons; he advertised the plan and 
passed out the coupons freely. Then came the “hitch.” 
Customers sent in Z5 coupons and instead of getting a 
camera, received a certificate with information that 25 
certificates would be needed in order to get the camera. 
War broke out immediately. Good customers com- 
plained and backed up thei complaints by transferring 
their trade. Instead of being a business builder, the 
coupon proved to be a boomerang. 

Then for the first time the dealer read the wording 
on the coupon—carefully.. He took out his pencil and 
began figuring. To his surprise he found that instead 
of giving a camera for purchases of $6.25, he should 
have promised it only for purchases amounting to 
$156.25. The coupon people have their money and he is 
still holding the bag and “explaining.” 

We are on record as against the coupon plan of mer- 
chandising. We do not believe that as a business policy 
it is wise. We do not believe in the fairness of any plan 
which allows one dealer to give away merchandise which 
other dealers handle for resale. 

The next time a glib coupon salesman parks in front 
of your desk and begins painting his beautiful word: 
picture of coupon benefits, tell him you are not making: 
any donations. Don’t listen to him; don’t argue with 
him. Just give him the icy stare and point toward thé 
nearest exit. Your business is too, sell hardware’ not: 
coupons, and this is a good time to: stick to. your own 
business, a ss ik adhd Bi adele 
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Samuel Ross Drowns in Atlantic City 


Head of Barber & Ross 


Samuel Ross, 76, member of 
the retail hardware firm of Bar- 
ber & Ross, Washington, D. C., 
was stricken with heart disease 
while swimming in the surf off 
Ventnor, Atlantic City, N. J. 
He had been fighting the under- 
tow together with his son-in- 
law, W. H. Lipscomb, president 
of the Dubilier Corp., New 
York City. Mrs. Lipscomb saw 
her father and husband strug- 
gling to reach shore, and called 
life-savers to their assistance. 
Mr. Lipscomb was revived, but 
Mr. Ross was pronounced dead 
a half an hour later by a phy- 
sician. As no water was found 
in his lungs, Mr. Ross’s death 
is attributed to heart disease and 
overexertion. 

Mr. Ross, a native of Al- 
toona, Pa. was owner and 
chairman of the board of Bar- 
ber & Ross, Inc. He came to 
Washington, D. C., as mana- 
ger of the branch in that city 





of Barber & Henderson Co. of 
Philadelphia, Pa. When Mr. 
Barber died five years later, 
Mr. Ross bought the business, 
operating under the name of 
Barber & Ross. The concern 
was incorporated in 1927. It 
is one of the largest dealers in 
hardware and building material 
in its territory. 

With the death of Mr. Ross 
it is believed that only two 
charter members of the Wash- 
ington Board of Trade are liv- 
ing. In addition to his hard- 
ware business, he was actively 


interested in turf circles. His 
race horses won many purses 
and were well known. Mr. 


Ross had been active in the Na- 
tional Training School for Boys 
and was a member of the Co- 
lumbia Country Club. 

Besides his daughter, he is 
survived by a brother, J. An- 
derson Ross, Philadelphia, Pa., 
a retired business man. 





CRAGG FIELD SECTY. 
SOUTHERN CALIF. ASS’N 


Jack Cragg has been appoint- 
ed field secretary of the South- 
ern Retail Hardware Associa- 
tion. A new full-time secretary 
will take office on or about Sept. 
1, at which time the association 
headquarters will be established 
at 420 East Eighth Street, Los 
Angeles, Cal. President Earl 
L. Harter, Hollywood, Cal., 
made this announcement re- 
cently. For the past 11 years 
Mr. Cragg has been buyer and 
manager of the housewares de- 
partment of Barker Bros.’ 
large department store in Los 
Angeles. The new field secre- 
tary, by nature as well as by 
experiences, is well qualified to 
take over his new duties. 





KEYSTONE APPOINTS 
NEW REPRESENTATIVES 


Announcement has been made 
by the Keystone Steel & Wire 
Co., Peoria, Ill., through Earle 
E. Brown, West Coast man- 
ager, of the appointment of two 





new sales representatives in the 
Pacific Northwest. 

M. M. Mossman, with head- 
quarters at 201 Maritime Bldg., 
Seattle, Wash., will represent 
the company in that district. 

R. R. Nicholson, with head- 
quarters at 190 Knott St., Port- 
land, Ore., is the new repre- 
sentative in Oregon. 

D. H. Harper, Jr., who has 
represented the company for 
some years, is resigning as of 
Sept. 1. 


CALIFORNIA DEALERS 
ORGANIZE VENTURA CLUB 


Hardware merchants of Ven- 
tura and Santa Barbara coun- 
ties organized the Ventura 
County Hardware Club when 
they convened in Ventura re- 
cently. The meeting was spon- 
sored by the Southern Califor- 
nia Retail Hardware Associa- 
tion and was one of the first 
moves in the association’s pol- 
icy of expansion. 

W. B. Naugle, manager of 
the Butcher Hardware Co., 


| 





Santa Paula, was elected presi- 


| dent, and R. T. Harthorn, of 


Hickey Bros. Co., Ventura, 


was chosen secretary. 


HARPER WILL REPRESENT 
NORTHWEST BARB WIRE 


The Northwest Barb Wire 
Co., Sterling, Ill., has appointed 
D. H. Harper, Jr., as resident 
sales representative. Operating 
as the Pacific Northwest Sales 
Co., Mr. Harper’s headquarters 
are in Portland, Ore. He is a 
veteran in the wire products 
line and thoroughly familiar 
with the requirements of the 
Pacific Northwestern hardware 
trade. His father was a well- 
known hardware man in east- 
ern Washington, and Mr. Har- 
per has represented the Key- 
stone Steel & Wire Co. and 
other manufacturers of hard- 
ware products for many years. 

M. C. Buck represents the 
Northwestern Barb Wire Co. 
in California, with headquarters 
in the William M. Garland 
Bldg., Los Angeles, which now 
gives the company competent 
and complete representation in 
the Pacific Coast territory. 

W. G. Hume, vice-president 
in charge of sales for the com- 
pany, is very well known to the 
trade, as he served for many 
years in a similar capacity with 
the Keystone Steel & Wire Co. 
of Peoria,, Ill. 


WAS PRESENTED AT 
COURT OF ST. JAMES 


An event of interest to the 
industries 
Eleanor 


steel 
occurred Miss 
Edwards was presented at the 
Court of St. James this season. 
Miss Edwards is the younger 
daughter of E. W. Edwards, 
head of the Cannonsburg Steel 
& Iron Works, the Budke 
Stamping Co., American Ther- 
mos Bottle Co. and the T. J. 
Corcoran Lamp Co. 

Miss Edwards was presented 
at this year’s court in Bucking- 
ham Palace by Mrs. Charles G. 
Dawes, wife of the American 
Ambassador. 


hardware and 
when 
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PECK, STOW & WILCOX 
HOLDS ANNUAL MEETING 

At the annual meeting of, the 
Peck, Stow & Wilcox Co., held 
at Southington, Conn., on July 
30, the following officers were 





GEO. 8. CASE 


elected 
George S. 


for the ensuing year: 
Case, president; 
Charles F. Treadway, execu- 
tive vice-president; Frank L. 
Wilcox, vice-president; Otto J. 
Blank, vice-president; Mark J. 
Lacey, vice-president; Charles 
F. Treadway, treasurer, and 
Arthur G. Potter, secretary and 
comptroller. 


DISTRICT DEALERS MEET 
IN GOLIAD, TEXAS 


Texas dealers embraced in 


the district including Goliad, 
Victoria, DeWitt and Karnes 
Counties, held a district meet- 
ing under the sponsorship of 


the Texas Hardware & Imple- 


ment Association at Goliad, 
Tex. 
During the course of the 


meeting, some very interesting 
talks were made by the follow- 
ing: Mr. McWhirter, branch 
manager of the International 
Harvester Co., Houston; Mr. 
Kepke, sales manager of the 
Corpus Christi. Hardware Co., 
and H. W. Nagel of the Cuero 
Hardware Co. 

W. H. Smith, of the Victoria 
Hardware Co., was elected 
chairman of next year’s meeting 
| at Victoria, Tex. 
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MOTO METER OFFICES 
WILL MOVE TO TOLEDO 


The general offices of the 
Moto Meter Gauge & Equip- 
ment Corp. of Long Island City, 
N. Y., will be moved to Toledo, 
Ohio, within the next two 
weeks, according to an an- 
nouncement made on July 31 
by R. G. Martin, president of 
the company. In addition, the 
entire automotive division of the 
corporation will be moved from 
the Long Island plant to be 
housed in the Moto Meter fac- 
tory at Toledo, along with the 
Nagel and the Moto Meter 
Bakelite branch, both affiliated 
in the Moto Meter Corp. 





TOOL COMPANIES MOVE 
JOINT N. Y. OFFICE 


The joint New York City 
sales offices of the Vaughn & 
Bushnell Mfg. Co., Chicago, 
Ill.; Greenlee Tool Co., Rock- 
ford, Ill., and Erie Tool Works, 
Erie, Pa., has been moved to 
53 Warren St., where complete 
stocks are available for imme- 
diate delivery. The telephone 
number at the new location is 
Walker 2381. 


JUNE ENAMELED WARE 
SHIPMENTS DECLINED 
(From Our Washington Bureau) 
June shipments of enameled 
sanitary ware totaled 203,478 
pieces, as compared with 241,- 
897 pieces in May and 336,058 
pieces in June of last year, ac- 
cording to reports received by 
the Department of Commerce. 





T. A. HANSEN PASSES 
IN SEATTLE HOSPITAL 


T. A. Hansen, 68, a pioneer 
merchant of Auburn, Wash., 
died recently in a Seattle hos- 
pital. For the past eighteen 
years Mr. Hansen had been one 
of the employees of the Cava- 
naugh Hardware Co., Auburn, 
Wash. 


JOBBERS IN ALCOHOL 
ARE BEING ELIMINATED 


The large alcohol distilling 
companies are waging a relent- 
less campaign to eliminate the 
so-called jobber or small dealer 
completely out of the industrial 
picture, according to charges 
made recently by several job- 
bing houses in the New York 
city market. 

So successfully has the dis- 
tilling industry proceeded in its 
war against the distributor, it 
was admitted by houses en- 
gaged in this trade, that they 
have been practically forced to 
retaliate by entering the field 





of nonalcoholic anti-freeze com- 
pounds, which they plan to mar- 
ket in direct competition with 
the well-known brands of anti- 
freeze alcohol solutions. 





PHARIS TIRE NAMES 
CLEVELAND AGENTS 


The Pharis Tire & Rubber 
Co., well-known manufacturer 
of automobile tires, Newark, 
Ohio, has announced that ar- 
rangements have been completed 
with the Pocahontas Oil Corp. 
in Cleveland, Ohio. Under the 
arrangement Pharis Roadgrip- 
per automobile tires and molded 
tubes will be distributed through 
the 78 Pocahontas service sta- 
tions, conveniently located in 
greater Cleveland. 





ARNOLD BINNS USED 
CHICAGO ROLLER SKATES 


In a recent announcement, 
Robert Ware, vice-president of 
the Chicago Roller Skate Co., 
calls attention to the fact that 
Arnold Binns of Hebden Bridge, 
Yorks, England, who recently 
broke all existing non-stop 
roller skating records by skat- 
ing for 40 hours and 13 min- 
utes, used ordinary stock model 
Chicago roller skates. 

Among other events in which 
Chicago roller skates played an 
important part, according to a 
list furnished by Mr. Ware, are 
the following: Around-the- 
world tour of Nadjhi Hestre of 
the Pacific Coast. With Miss 
Hestre are to go Mr. and Mrs. 
Fay Asbury, Toppenish, Wash. 
The trio will use the new rub- 
ber-cushioned and rubber-tired 


skate manufactured by Mr. 
Ware’s firm. 
“Happy Lou” Phillips, ex- 


marine, bearing a 52-lb. pack on 
his back, recently carried a mes- 
sage from Washington, D. C., 
to the mayor of San Francisco. 
He made the entire distance on 
a single pair of skates, the same 
model Binns used in winning 
the championship. Quin C. Sabe 
won a bet of $500 by skating 
from Oakland, Cal., to Los An- 
geles, a distance of 468 miles, 
in 99 hours, 15 minutes. After 
a two-day rest, Sabe made the 
return trip and won another 
$500. 

Nineteen-year-old Don Car- 
los Lyon of Tacoma, Wash., 
skated to San Francisco, 900 
miles away, in one week. From 
there he skated on to Los An- 
geles. As a test for their rub- 
ber-tired skate, the Chicago 
Roller Skate Co. recently had 
Asa Hall skate from Danville, 
Tll., to San Francisco. He is 
now skating from San Francis- 
co to New York. 





DEALERS MEET IN 
NORFOLK, NEB., DISTRICT 


Nearly 200 dealers in the vi- 
cinity of Norfolk, Neb., were 
in attendance at the semi-annual 
meeting, held recently at the 
Hotel Norfolk. Those present 
came from Plainview, Stanton, 
Pilger, Pierce, Hoskins and 
many other towns in the sec- 
tion. 

George H. Dietz, secretary 
of the Nebraska Retail Hard- 
ware Assoeiation, was present 
on the occasion. Business dur- 
ing the first four months of 
this year was better than dur- 
ing the corresponding period 
of 1929, according to the mer- 
chants present. 


WATERLOO, IA., STORES 
TO CLOSE EARLY 


- In Waterloo, Iowa, five hard- 
ware stores have agreed to uni- 
form closing at 5 p. m. on week 
days and 10 p. m. on Saturday. 
The firms agreeing to the early 
closing are C. M. Berkley 
Hardware, Waterloo Hardware 
Co., Golden Rule, Mohlis & 


Brandes, and William Kulper.|~ 


TEXAS DEALERS HELD 
DISTRICT MEETING 


District 16 of the Texas 
Hardware & Implement Asso- 
ciation recently held a general 
meeting at Uvalde, Tex. George 
C. Jolley of Uvalde was named 
chairman. 

A banquet preceded the 
meeting, which was held in the 
Kincaid Hotel. Lee Graves of 
Uvalde presided at the gather- 
ing, while the principal address 
on %Salesmanship” was deliv- 
ered by Harry Dalton, sales 
manager, Peden Iron & Steel 
Co., San Antonio, Tex. The 
next annual meeting will also 
be held in Uvalde. 





THOMAS McCULLOCH 
DIES IN LOUISVILLE 


Thomas McCulloch,  vice- 
president of the Turner, Day 
& Woolworth Handle Co., 
Louisville, Ky., passed away in 
that city recently. Mr. McCul- 
loch was a well-known execu- 
tive in the manufacturing field 
throughout the South. He had 
been ill for several weeks. 

Mr. McCulloch had served as 
vice-president of the company 
for twenty years, and for the 
past ten years was manager of 
the export department in New 
York City. 








EARLE HIGHWAY ASSN. 
TO DEDICATE MONUMENT 


Invitations have been issued 
by the Earle Memorial Super- 
Highway Association, Imlay 
City, Mich., for the annual din- 
ner of the organization, to be 
held at the Imlay City High 
School, 12.30 noon, on Aug. 21, 

Guests will participate in ded- 
icating a monument at Almont 
at 3 p. m, which has _ been 
erected to perpetuate the name 


of the road and to honor those 


to whom honor is due, namely: 
Horatio S. Earle, Charles B. 
Scully, Arthur J. Fox, Fred J. 
Taggert, Henry McKay and 
Frank Rathsburg. 

Tickets for the occasion may 
be procured from the Associa- 
tion Headquarters, Imlay City, 
Mich., at $1.50 each. 

Mr. Earle is well known in 
hardware circles as president of 
the North Wayne Tool Co. and 
other companies. 





RULES MINIATURE GOLF 
IS NOT GOLF AT ALL 
(From Our Washington Bureau) 
Miniature golf is not golf, 
according to Chief Justice 
Wheat of the Supreme Court 


of the District of Columbia. 

In making this ruling last 
week, the Chief Justice ordered 
the issuance of a mandamus re- 
quiring Superintendent of Li- 
censes Coombs to grant per- 
mits to applicants to put in 
small golf courses at Anacostia, 
a section of Washington, to be 
taxed $100 annually. The tax 
on regular golf courses is $5 a 
day, and owners of the Tom 
Thumb courses were much con- 
cerned lest the latter tax, which 
Mr-* Coombs had demanded, be 
applied. They say it would 
have driven them out of busi- 
ness. And if made applicable 
over the entire country on a 
similar basis, it no doubt would 
have greatly depressed one of 
the few bright spots in industry 
today, that of making cheap 
putters for the small golf 
courses. In turn the parapher- 
nalia going with the small 
courses would have faced a cur- 
tailed market, and hardware 
and other dealers who handled 
these lines would have been af- 
fected. 

The District of Columbia has 
noted an appeal. It was con- 
tended by the District authori- 
ties that miniature golf takes 
the same license as golf and 
“kindred” games. Chief Jus- 


tice Wheat said miniature golf 
was neither golf nor a kindred 
game any more than African 
golf was golf. 
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PRATT & LAMBERT, INC. 
HOLD CONFERENCES 


“General business conditions 
are slowly but surely changing 
for the better, and the manage- 
ment of Pratt & Lambert, Inc., 
looks for materially improved 
sales of varnish products this 
fall.” 

This was one of the signifi- 
cant statements made by A. D. 
Graves, president of Pratt & 
Lambert, Inc., in opening a two- 
day sales conference at Hotel 
Statler, Buffalo, N. Y., re- 
cently, 

Following Mr. Graves, W. P. 
Werheim, vice-president in 


charge of the company’s adver-. 


tising, outlined the fall cam- 
paign and stressed the value of 
advertising as a particularly 
timely means of stimulating 
sales for dealers. 

R. W. Lindsay, treasurer and 
general sales manager, presided 
at the afternoon session, which 
was devoted largely to sales 
matters. ‘Technical discussions 
were led by W. R. Fuller, tech- 
nical director. 

Wednesday’s program ended 
with a baseball game and din- 
ner at the Cherry Hill Country 
Club, Ridgeway, Ont. 

Technical discussions and 
sales problems wil] occupy all 
of Thursday. A 

At the Buffalo meeting, rep- 
resentatives of the Central, Ca- 
nadian and Industrial divisions 
attended the opening session, 
after which the industrial group 
held their conferences at the 
company’s plant, 73-79 Tona- 
wanda St., with T. E. Murphy, 
manager of industrial sales, in 
charge. : 

At the meeting of the eastern 
representatives at Hotel Astor, 
New York, Monday and Tues- 
day, July 28-29, H. S. Prescott, 
manager of the eastern division, 
officially opened the conference 
with an address of welcome. 

The western representatives 
assembled at the Drake Hotel, 
Chicago, and were greeted by 
J. N. Welter, chairman of the 
board, and C. D. Sproule, man- 
ager of the western division of 
Pratt & Lambert, Inc. 





STRONG HARDWARE CO. 
HAS DISASTROUS FIRE 


Within a few days after the 
Strong Hardware Co., 289-93 
Burnet St., New Brunswick, 
N. J., had celebrated its 100th 
anniversary with a very suc- 
cessful sale, a disastrous fire 
swept through the establish- 
ment on July 13. The fire, 
which is believed to have started 
in the oil and paint department, 





caused damage 
$300,000. 

At the present time temporary 
office quarters are being oc- 
cupied at 265 Burnet St., where 
the company is very anxious 
to receive new catalogs of hard- 
ware products, as all catalogs 
were destroyed in the fire. 





LIONEL CORPORATION 
OPENS CHICAGO OFFICE 


Influenced by a desire to bet- 
ter serve their trade in the Mid- 
west, the Lionel Corporation of 
New York has announced the 
opening of a Chicago branch 
office, located in the Merchan- 
dise Mart. 

An ever-increasing volume of 
business in Lionel electric trains 
and accessories and Lionel 
ranges for girls resulted in the 
need for branch office facilities 
in the Middle West. Here 
every facility of merchandise 
and service will be available to 
buyefs. 


BICENTENNIAL EVENT 
TO HONOR WASHINGTON 


Responses to the preparations 
being made by the George 
Washington Bicentennial Com- 
mission have indicated a wide 
interest in the event, in which 
the National Capital and the 
States will participate. The 
celebrations will mark the two 
hundredth anniversary of the 
birth of George Washington. 

It now seems certain that 
every State and territory and 
most foreign nations will be 
represented in the series of pro- 
grams in honor of the mem- 
ory of George Washington. The 
programs will begin Feb. 22, 
1932, and will continue with one 
each month—and many auxil- 
iary celebrations between—until 
the grand final on Thanksgiv- 
ing Day of the bicentennial 
year. 


OAKES MFG. CO. HAS 
BEEN REORGANIZED 


E. T. Abendroth has resigned 
his position as manager of the 
H. D. Hudson Mfg. Co.’s Wis- 
consin manufacturing plants, 
and has associated himself with 
the Oakes Mfg. Co., Inc., Tip- 
ton, Ind. 

Mr. Abendroth, together with 
W. A. Zaloudek and Hunt- 
Helm-Ferris & Co., Inc. of 
Harvard, Ill., have purchased 
the interests of L. R. Oakes 
and Thomas A. Allen in the 
Oakes Mfg. Co., which has been 
reorganized. New officers were 


estimated at | 





elected on July 18 as follows: 


President, W. A. Zaloudek; 
vice-president and assistant 
treasurer, E. T. Abendroth; 


secretary-treasurer, B. B. Bell; 
assistant secretary and _ sales 
manager, George A. Spencer. 

Mr. Abendroth, who has had 
many years of experience in 
production work, will act as 
superintendent of the Oakes 
factories at Tipton, Ind., and at 
Crawfordsville, Ind. Mr. Bell 
is vice-president and _ general 
manager of the Hunt-Helm- 
Ferris & Co. Inc., Harvard, 
Ill, and will continue in that 
capacity while lending his as- 
sistance to the Oakes organiza- 
tion. 

Hunt-Helm-Ferris & Co.,, 
Inc., are now preparing a new 
poultry equipment catalog in 
which they will show a com- 
plete line of Star poultry equip- 
mént which will be made for 
them at the Tipton plant. The 
new Oakes catalog will be ready 
for distribution about Sept. 1. 





RCA VICTOR COMPANY 
APPOINTS DISTRIBUTORS 


Vernon W. Collamore, man- 
ager, Radiola Division of the 
RCA Victor Co., Inc., has an- 
nounced the appointment of 
three new distributors of RCA 
products. 

E. A. Nicholas, Inc., of Chi- 
cago, will serve as distributors 
in northern Illinois, including 
Chicago, northern Indiana, and 
Berrier and Cass counties in 
Michigan. E. A. Nicholas is 
president of the organization 
bearing his name, while Charles 
P. Hindringer is sales man- 
ager. Louis Sarnoff manages 
a branch of the company lo- 
cated in South Bend, Ind. 

In the Newark, N. J., dis- 
trict the territory covered by 
the Radio Distributing Corp. of 
Newark has been extended to 
include ten and one-half coun- 
ties in Pennsylvania, known as 
the Scranton trading area. 
Radisco, as this organization is 
best known to the trade, has 
established a branch office in 
Scranton, Pa., to serve the en- 
larged territory. Max UH. 
Krich, president of the Radio 


Distributing Corp., has ap- 
pointed Ogden Williams as 
manager of the Scranton 
branch. 


The Southern Radio Distrib- 
utors, Inc., Miami, Fla. will 
distribute RCA products in the 
State of Florida. Warehouse 
and service facilities will be 
provided by the distributing 
company in Jacksonville and 
Tampa, while the main office 
will be located in Miami. 





JOHN D. STEELE, CORDAGE 
MANUFACTURER, PASSES 


John Daniel Steele, retired 
cordage manufacturer of Xenia, 
Ohio, died at his home in that 
city July 27, after an illness 
of more than a year. Mr. 
Steele, who was 74, retired two 
years ago as president and gen- 
eral manager of Hooven & Al- 
lison Co. of Xenia, one of the 
largest cordage manufacturers 
in the country. 

The Hooven & Allison Co. 
was founded by George . F. 
Hooven in 1869, and M. C. Al- 
lison acquired an interest in 
1870. Both disposed of their 
interests in 1888 to a group of 
new owners who incorporated 
the Hooven & Allison Co. for 
$300,000, Mr. Steele being one 
of the new owners. His uncle, 
J. H. Harbine, became president 
of the new corporation; W. B. 
Harrison became vice-president, 
and Mr. Steele, secretary. 
When Mr. Harrison died in 
1903, Mr. Steele assumed the 
entire general management of 
the concern. In 1913, upon the 
death of his uncle, he became 
president. During 1928 Mr. 
Steele resigned as president and 
general manager of the com- 
pany and became chairman of 
the board. He was an active 
Mason. 


NORTH MEMPHIS FIRM 
MOVES TO NEW HOME 


The North Memphis Coal & 
Hardware Co. 1171 Thomas 
St., Memphis, Tenn., is at pres- 
ent opening its new store. A 
seven-day sale is heralding the 
event. The new building is mod- 
ern in every respect and has a 
frontage of 30 ft. and is 80 ft. 
long. 

Founded as a coalyard in 
1908 by Edward K. Zink, the 
establishment was enlarged into 
a hardware store in 1912, when 
the present proprietors, Clyde 
Zink and C. H. Allen, formed 
a partnership. 





FARR BROTHERS STORE 
HAS GOLDEN JUBILEE 


The hardware firm of Farr 
Brothers, Canastota, N. Y., 
celebrated its golden anniver- 
sary on July 22. The store has 
occupied the same location dur- 
ing its half century of service. 

Clarence R. Farr is now the 
sole owner of the business, hav- 
ing acquired the interests of his 
father, Levi Farr, and of his 
uncle, Edwin Farr, on March 1, 
1930. Both of these men will 
remain to assist in the store. 
No other retail store in Canas- 
tota has such a continuous rec- 
ord of business service as this 
firm. 
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Postmaster General Decides Against 


Distribution of Unaddressed Mail 


(Washington Bureau 
of HARDWARE AGE) 

Postmaster General Walter 
F. Brown has rejected with a 
vigorous finality the proposal 
of direct mail users to send un- 
addressed advertising matter 
through the mails for delivery 
by city carriers. Hanging fire for 
a period of years, the plan was 
strongly combated by the Post- 
office Department at a hearing 
on postal rates before the Spe- 
cial Joint Subcommittee on 
Postal Rates in 1925. Mer- 
chants, it was stated, could seek 
business directly under the plan 
of every address included in the 
city delivery service. Those 
favoring the proposal included 
large mail order houses, certain 
rotogravure concerns, a large 
drug interest, and other large 
users of the mail seeking busi- 
ness by direct advertising. In 
reply to a questionnaire sent out 
by the Postoffice Department, 
postmasters generally were al- 
most unanimously opposed to 
the plan. 

The objections of the Post- 
office Department to the pro- 
posal were summarized by Post- 
master General Brown in a 
letter to a large mail order 
house. In substance, the Post- 
master General said the plan 
was impracticable and inex- 
pedient. 

Under the plan it was pro- 
posed furnishing to advertisers 
the number of postoce box- 
holders, the number of city 
letter-carrier routes, and the 
number of stops on each route 
so that advertisers could pre- 
pare their matter in packages 


labeled to the box sections or | 
package | 
containing the number of pieces | 
corresponding to the number of | 


route numbers, each 


boxes and the number of patrons 
|on the route. The mail would 
| carry no address of any kind 
|and each piece would be put 
in each postoffice box delivered 
at every stop by all the carriers. 

In their argument for the pro- 
posal direct advertisers said it 
would greatly increase posta! 
revenues. 

Among the objections pointed 
out by the Postmaster General 
were that there is no provision 
of law authorizing the proposal, 
but on the contrary it is required 
by law that mail matter be ad- 
dressed; that the acceptance of 
unaddressed matter would re- 
sult in much confusion; that it 
would place upon the postal 
service the responsibility .of 
selecting the particular in- 
dividuals to whom the matter 
was to be delivered, a duty 
which clearly lies with the 
sender ; that it would subject the 
patrons of the postal service to 
an avalanche of advertising 
matter of all descriptions and 
that it was blieved that should 
the bars be let down in this 
manner the increase in the ad- 
vertising matter of all classes 
would be so enormous that it 
would be necessary greatly to 
increase space, facilities and 
personnel in order to handle 
this class of mail with reason- 
able promptness and without de- 
lay to mail of much greater im- 
portance, including letters and 
newspapers. It was pointed out 
that to require city letter car- 
riers to make every possible 
stop along their routes would 
seriously interfere with the han- 





dling of the regular mails and 
entail a tremendous amount of 
labor and expense and in many 
instances the employment of 
extra carriers. 





HARRY G. TODD TO SELL 
REMINGTON CUTLERY 


For the past ten years Harry 
G. Todd has traveled the north- 
ern New Jersey and New York 
City territories, calling on the 
cutlery buying trade. Natural- 
ly he needs no introduction to 
the many firms he has visited 
these many years. 


However, his many friends 
will be pleased to learn that 
he is now a member of the 
Remington Cutlery organization 
and will cover practically the 
same territory as in the past. 
As a matter of fact, he is now 
in the territory, greeting his old 
customers with a new grip con- 


taining a complete Remington 
line of nationally advertised cut- 
lery. 

Mr. Todd’s headquarters will 
be at his residence in Roselle, 
N. Y., 145 E. Sixth Ave. (Tel. 
4-4505-R.) 

E. C. CONE WILL TRAVEL 

FOR KING HARDWARE 


The King Hardware Co., At- 
lanta, Ga., has announced the 
addition of E. C. Cone to its 
force of traveling salesmen. 
Mr. Cone first became connected 
with the company following the 


| clerk, working steadily up to 


warehouse manager, then going 
on the road. 

Two years ago he severed his 
connection with the company 
and moved to Chattanooga, 
Tenn. He now returns to the 
King Hardware Co., to repre- 
sent the firm in the northwest 
Georgia territory. 


SHELLAC MAKERS 

WILL CHANGE LABELS 

(From Our Washington Bureau) 

Copartners engaged in manu- 
facturing shellac and _ shellac 
substitutes have agreed to stop 
labelling their products with 
simulations of the word “shel- 
lac’ so as to imply that the 
products are composed wholly 
of shellac, according to a stipu- 
lation signed with the Federal 
Trade Commission. 

When, however, the product 
is not pure shellac, but one in 
which shellac gum is the princi- 
pal element and the word “shel- 
lac,” or any imitation of that 
product is used to label it, such 
word shall be accompanied by 
the word “compound” in equal- 
ly conspicuous type, so as to 
clearly indicate that the mate- 
rial is not made entirely of shel- 
lac gum cut in alcohol. 

If the product is one in 
which no shellac gum is used 
or in which shellac gum is not 
the principal element, and the 
word “shellac” or an imitation 
thereof is used to designate it, 
the word shall be accompanied 
by the word “substitute” in 
equally conspicuous type. 








war, during which he served in 
France as a captain of infan- 





try. He began as an order | 


Ten Copies Norvell’s Book 
Wanted—Reader Will 
Pay $1.50 Each 

A reader requires’ ten 
copies of the book “Forty 
Years of Hardware,” writ- 
ten by Saunders Norvell and 
published a few years ago 
by Harpware Ace. He will 
pay $1.50 each for these ten 
copies if in good condition. 
Due to the popularity of the 
book, the publishers have 
sold all available copies, and 
so make this appeal for any 
extra copies which its read- 
ers may be willing to re- 
turn for the payment indi- 
cated. Checks will be sent 
immediately. 

Send books to 
HARDWARE AGE EDITORIAL 

DEPARTMENT 
239 W. 39th St., New York 
City 











AMERICAN GAS MACHINE 


PROMOTES MYRLAND 


I. R. Myrland, for many 
years a member of the sales 
organization of the American 
Gas Machine Co., Albert Lea, 
Minn., and for the past three 
years Pacific Coast sales man- 
ager, has been advanced in the 
organization. He was recently 
placed in charge of the Domes- 
tic Division at the company’s 
New York office. H. H. Leach 
succeeds Mr. Myrland as Pa- 
cific Coast sales manager and 
will make his headquarters at 
Oakland, Cal. He has repre- 
sented the company in Utah, 
Arizona, and Idaho, making his 
previous headquarters at Salt 
Lake City, Utah. 


PACKARD ELECTRIC CO. 
WILL ERECT NEW PLANT 


Packard Electric Co., War- 
ren, Ohio, plans to erect its own 
wire drawing plant: 

The plant will be a new one- 
story building housing the most 
modern high speed machinery. 
All equipment, including mo- 
tors, will be entirely ball bear- 
ing. The layout will fit in with 
the company’s present and fu- 
ture straight line production 
methods, and is the last step 
in giving Packard Electric com- 
plete manufacturing control 
from raw materials to packaged 
products. 

The capacity of the new plant 
is designed to provide for 
growth, and will be sufficiently 
large to meet all requirements 
for both original equipment and 
replacement business. 

B.. N. MacGregor, general 
sales manager, is authority for 
the statement that this new op- 
eration, together with the se- 
cret lacquer process already in 
use on Packard-designed ma- 
chinery, will better enable the 
company to maintain its rigor- 
ous standards in production. 


FIRE DESTROYED SWAIME 
HARDWARE, MENTOR, O. 


On July 28 a $25,000 fire de- 
stroyed the Case block in Men- 
tor, Ohio, wiping out the Harry 
Swaime Hardware Co. and sev- 
eral other stores located in the 
same block. 

The Painsville fire depart- 
ment was assisted by a bucket 
formed by Mentor 
residents, but lack of water 
handicapped the fire fighters. 


brigade, 
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Week’s Price Average Was 
83.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on July 27 that whole- 
sale commodity prices for the week ended 
July 26, and based on Dun’s quotations, 
averaged 83.3 per cent, according to the 
Journal of Commerce. 

June average was 86.4 per cent. The 
purchasing power of the dollar was 
120.1c. on a 1926 basis of 100c. The 
June average was 115.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
77.6. The June average was 78.6. 





Bank Debits Show Decrease 
for Week Ended July 23 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
July 23, aggregated $11,831,000,000, or 
12 per cent below the total reported for 
the precéding week and 34 per cent be- 
low the total reported for the corre- 
sponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $11,- 
101,000,000, as compared with $12,674,- 
000,000 for 
$17,018,000,000 for the week ended July 
24 of last year. 





Level of Farm Prices 
Now Lowest Since 1921 


The general level of farm prices dur- 
ing the thirty-day period, June 15 to 
July 15, reached its lowest since 1921, 
when at 111 on July 15 last the index 
was 12 points below the level of prices 
being paid on June 15 and 29 points 
below those of a year ago. The index 
was also 28 points below the level of 
prices on July 15, 1928. 

Declines in farm prices ranged from 
1 per cent for butter to 28 per cent for 
rye during the thirty days’ period. Eggs 
were the only farm product to register 
an advance, amounting to 1-.per cent. 
Wool and butter fat prices remained the 


same, 


the preceding week and - 





Current Hardware 


Demand Is Moderate 


New York, Aug. 6.—The current 
hardware demand is moderate in 
character, according to reports re- 
ceived from leading market centers. 
The majority of dealers appear to 
have adopted a conservative pur- 
chasing policy and are biding their 
time until the usual mid-summer 
lull passes. Orders being received 
generally embrace a wide assortment 
of merchandise, but the specified 
quantities of the articles involved 
are usually small. 

As August is normally one of the 
dullest months in the year for the 
hardware trade, the present lull is 
causing little concern. Most whole- 
salers express the opinion that busi- 
ness will pick up again about the 
first of September. A gradual im- 
provement is anticipated until sales 
volume regains:a normal status. 

Prices are showing an easier ten- 
dency in some instances, although 
in view of conditions quotations are 
considered remarkably steady. 

While the credit situation could 
be far more satisfactory, especially 
with dealers, collections in the main, 
while somewhat slow, have a fair 
average. 





June Exports Very Low 


For Iron and Steel Goods 


Amounting to only 159,392 gross tons, 
exports of iron and steel products from 
the United States in June were the low- 
est since February, 1926, when they were 
157,187 tons. They were, however, with- 
in 10 per cent of the showing of sev- 
eral months in 1927. Compared with 
May, there was a decline of 36,728 tons, 
or approximately 19 per cent. 


GENERAL MARKET 
NEWS orf tHe WEEK 








Sales of Electric Light Lamps 
Established a Record in 1929 


Sales of electric light lamps in the 
year 1929 set a new record for the in- 


dustry. Sales of regulation size lamps 
totaled 344,000,000 tungsten filament 
lamps and 15,000,000 carbon filament 


lamps, according to the Lamp Commit- 
tee of the National Electric Light As- 
sociation. Nineteen twenty-nine showed 
a gain of 8.7 per cent in sales over 1928, 
which in turn had shown a gain of only 
3.8 per cent over 1927. 

These figures are exclusive of the 
sales of miniature lamps used in au- 
tomobiles, flashlights, Christmas trees, 
etc. Sales of these small lamps amounted 
in 1929 to approximately 260,000,000 
tungsten filament and 19,000,000 carbon 
filament lamps. The largest individual 
class of small lamps was that for au- 
tomobiles, which alone accounted for 


138,500,000. 


Nation’s June Building Permits 
Show Decline of 8.8 Per Cent 


A decrease of 8.8 per cent in the value 
of building permits issued in June, 1930, 
as compared with May was reported to 
the Bureau of Labor Statistics, Depart- 
ment of Labor, from 289 identical cities 
having a population of 25,000 or over, it 
was announced during the past week. 

According to the reports the total in- 
dicated expenditures for the month of 
June were $157,894,291, with decreases 
being registered in five of the seven 
geographic districts. Increases in total 
building operations were shown in the 
New England States and the West North 
Central States. Residential buildings de- 
creased 7 per cent, comparing May with 
June, while non-residential buildings de- 
creased 9 per cent. 

There were 11,393 families provided 
with dwelling places in new buildings 
during June, a decrease of 8.8 per cent 
from the 12,486 provided for during May, 
it was stated. Permits were issued in a 
number of cities for large public and 
semipublic buildings, the report said. 
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New York PAINT MATERIALS MARKET 


NEW YORK, Aug. 5.—After firming up for a few days 
to slightly higher prices, dry shellac dropped back to the 
recent low price levels. Liquid shellac, however, has been 
reduced 10c. per gal. No other price changes were made 
during the past week. 

The demand for paint materials has been slow, but a 
better demand is indicated. Prices have been well main- 
tained on white lead, which continues to move in routine 
fashion. 

Consumption of linseed oil apparently is mounting quite 
steadily, and as many of the buyers’ contracts are drawing 
to a close, there is considerable buying to be done shortly. 
No violent price fluctuations were reported yesterday, al- 
though most crushers are still asking around 13.8c. a pound 
for the raw oil, in carlots, cooperage basis. 

Generally speaking, regardless of the reports of depres- 
sion in other lines, business in linseed oil has been very 
satisfactory. Small as well as large consumers and retail- 
ers are now looking around the market with a view to 
covering their future requirements. The recent easiness 
in seed, for a time, tended to check business, but with stocks 
in the hands of consumers low it is natural to look for fur- 
ther improvement in the demand shortly. 


LINSEED OIL 
PURE LINSHED OIL 
Per Pound 
In lots of less than 5 bbls 
In lots of 5 bbls. or more 
Calcutta linseed oil in bbls 


WHITE LEAD 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 lb. kegs, 18%c.; 50 
and 26 lb. kegs, 14c.; 12% Ib. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 26, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 lb. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 8 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 
Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 Ib. kegs, l4c.; 
12% Ib. kegs, 14\c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
6 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 lb. cans, 6c. per Ib.; 2 lb. cans, 5%c. per Ib.; 5 lb. cans, 4%c. 
per Ib.; 12% Ib. cans, 4%c. per Ilb.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 3c. per Ib 


SPIRITS TURPENTINE 


Price ranges from 50c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. ‘ 
In 50 Ib. cases, 1 lb. packages, 16c. per Ib.; % Ib. packages, 22c. 
per lb.; % lb. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 lb. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.y %& Ib. packages, 40c. per Ib. Assorted sizes, 32c. per. 
lb.; ultramarine blue, 28 Ib. boxes, from lic. to 9c. per Ib.; dry 
colors in barrels varying from 300 to 350 Ibs. Prices per pound: 
Prince’s metallic, 8c.; American raw and burnt umber, 5%c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%c.; Van Dyke brown, 9c.; 
chrome green, l.m. or dark, 15c.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 !b. 
bags, 15c. per Ilb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; cotton waste, 50 lb. bales, 14c. to 
15c. per Ib.; alcohol, C. D. No. 5, in steel drums, 438c. per gal. ; 
steel drums are charged at $6 éach, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 lb. bags, 28c. per Ib.; Vac-Dry, bleached, 250 
lb. barrels, 29c. per lb.; Orange, 164 lb. bags, 24c., 26c. and 38c. 
per Ib., according to grade; 5 lb. Pure White Shellac, 50 gallon 
barrels, $1.70 per gal.; 5 lb. Pure Orange Shellac, 50 gallon 
barrels, $1.40 per gal.; 4% lb. Pure White Shellac, 50 gallon 
barrels, $1.60 per gal.; 4% lb. Pure Orange Shellac, 50 gallon 
barrels, $1.30 per gal.; 4 lb. Pure White Shellac, 50 gallon barrels, 
$1.50 a gal.; 4 lb. Pure Orange Shellac, 50 gallon barrels, $1.20 
per ga 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $8.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, $3 ft., 75c. each; ¢ ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 eaeh; 6 ft., 
$1.29 each. 


EXTENSION LADDERS 

Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.66; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Bxtra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 
Powdered Wax.—4 oz., 23%c.; 8 oz., 33%c.; 16 oz., 66%c.; 5 Ib., 
$2.66% per package. 


Prepared Paste Wax.—2% oz., 16%c.;.% Ib., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 Ib., $3.73%. 


Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 


Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.76. 


Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 14%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
box; size 2%, 50 sheets, 7lc. per box;. size 3, 25 sheets, 4lc. per 
box. 

Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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NEW YORK: 


New York, Aue. 5. 


ITH the opening of the month 
W of August, business conditions 

in the Metropolitan hardware 
market have shown very little change. 
Most wholesalers assert that current 
sales volume may be considered as fair 
in view of conditions. While July was 
a better month than June for the ma- 
jority of wholesalers, it still left much 
to be desired, in comparison with the 
same month of last year. Some jobbers 
voice the opinion that August sales 
totals will compare more favorably 
with the same month of the preceding 
year. No marked improvement can be 
expected, however, as August is nor- 
mally the quietest month of the year 
in the local market. 


IMPROVEMENT VISIONED 


According to the views expressed 
rather generally among the trade a 
slow and irregular improvement is 
visioned to begin about Labor Day. 
After that date, most wholesalers be- 
lieve that a slight improvement can be 
expected, until conditions again gradu- 
ally attain a normal status, possibly by 
the first of the year. Dealers’ stocks 
are very low, they point out, and when 
the business does start, a rush is an- 
ticipated. One dealer recently inter- 
viewed reported a substantial decrease 
in sale’ for the month of July, but 
emphasized the fact that more than 
1000 additional customers were served 
during the period. This, he construed 
to indicate that the general public are 
confining their purchases largely to 
the small, essential, and inexpensive 
types of articles. Some trade reviews 
stress the fact that the public will have 
the capacity to buy, as the season pro- 
gresses due to the fact that savings 
deposits have shown a substantial in- 
crease, since the first-of the year. 


FEDERAL RESERVE REPORT 


The August monthly review of 
credit and business conditions, prepared 
by the local Federal Reserve agent, 
covering the month of June sales in 
wholesale establishments, chain stores 
and department stores, reports that 
sales for June were smaller than in the 
corresponding month of last year. In 
part the review says: 

“Sales of the reporting wholesale 
dealers in this district averaged 21 per 
cent smaller in June than a year previ- 
ous. In several lines the June decreases 


were the largest reported so far this 
year, and in the cases of men’s clothing 





AT A GLANCE 


Business conditions have 
shown very little change. July 
sales compare unfavorably 
with same month of fast year. 
August sales are expected to 
be nearer normal, although it 
is usually year’s dullest month. 

x # & 

Gradual improvement is ex- 
pected after Labor Day. Rush 
is anticipated when buying is 
resumed. Dealer stocks are 
very low. Public is buying es- 
sential, small items. 


se aA a 
* * 7 


Federal Reserve reports 21 
per cent decrease in June 
wholesale sales as compared to 
last year. Hardware sales 
were smaller for eighth con- 
secutive month. 


a she te 
* * a 


Building contracts s how 
further decline. Tool demand 
has improved slightly. Garden 


tools and lawn goods are 
active. Staple lines are slow. 
Prices are practically un- 


changed. Collections average 








fairly good. 





and shoes the sales showed the largest 
decreases from a year previous in sev- 
eral years. Sales of cotton goods and 
hardware were smaller than a year ago 
for the eighth consecutive month, and 
the June decreases were the largest 
which have been reported in that 
period.” 


TOOL DEMAND IMPROVES 


Possibly due to the fact that un- 
employment has afforded leisure time 
for odd repair jobs, the demand for 
hand tools has recently shown a slight 
improvement. Metal working tools 
continue to be in better demand than 
most types of wood working tools. 
Building operations continue on a re- 
stricted basis, which has served to cur- 
tail sales of hardware items used in 
construction. 

Contracts for new construction in 
the metropolitan area of New York 
during the week ended July 25 totaled 
$10,603,000, bringing the July total to 
$48,952,500, according to the F. W. 
Dodge Corporation. Computed on a 
daily basis, the contracts this month 
average $2,331,000 a business day, as 


Current Volume Characterized As Fair 


Few Price Changes Have Been Made 


against a daily rate of $6,835,000 in 
July, 1929. 


GARDEN TOOLS ARE ACTIVE 


Recent rains have accelerated plant 
growth and the items needed for tend- 
ing gardens and lawns are in brisk de- 
mand. The danger which recently ap- 
peared imminent of a water shortage is 
past and garden hose, lawn sprinklers 
and similar merchandise have been 
moving in excellent volume. Among 
the lively lines the following are promi- 
nent: electric fans and irons, vacuum 
bottles and jugs, ice cream freezers, in- 
secticides, fishing tackle, scythes, grass 
catchers, hedge shears, underground 
garbage receivers, grass shears, picnic 
supplies and sporting goods. Trade in 
housewares is also active. As a rule, 
business in housefurnishings appears to 
have held up better than in any other 
major hardware line. 


STAPLE LINES ARE SLOW 


Most staple lines are moving in a 
rather slow and indifferent manner. 
This is particularly true of such staple 
items which are required for building 
purposes. Hand-to-mouth buying is 
especially in evidence on orders for 
goods coming under this general classi- 
fication. Quotations on many of the 
staple lines are very low. Some are 
said to be at figures considerably below 
the cost of production. Notwithstand- 
ing the attractive prices, few large 
orders are being received. 


PRICES LITTLE CHANGED 


_Although the price tendency is some- 
what easier, due to concessions being 
rather freely offered for quantity 
orders, there have been few revisions 
of consequence made in manufacturers’ 
prices. In some instances, prices being 
issued for next season show changes, 
mostly of a downward character. This 
is particularly true of products having 
a higher copper content. Wholesalers 
contend that current prices on shovels, 
nails, and some builder's hardware 
items are being sold under the manu- 
facturers’ cost and that it is likely that 
advances will occur for this season. 


COLLECTIONS 


While the credit situation is 
satisfactory than at the same time a 
year ago, outstanding accounts are not 
as excessive as would appear probable 
at this time. In scattered instances 
collections are slow, but the average is 
fairly good. 


less 
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CHICAG 


(Chicago Office of HARDWARE AGE) 
Cuicaco, Aug. 5 


FA op any eens 2 buying, not 


by any means a new policy in 
still | 
bothering the jobbers and manufac- | 
What the dealer construes as | 
the necessity of such buying is also | 


the hardware tarde, is 


turers. 


bothering him. It seems to be beyond 
dispute that factories and wholesalers 
are facing increased operating costs be- 
cause of the tendency in the retail trade 
to buy many small lots, frequently broken 
packages, amounting to but a few cents’ 
value per item. Most of the operations 
in filling and billing a fifty-cent item 
on any order, wholesalers declare, cost 
as much, and sometimes more, as those 
in handling a twenty-dollar item. 

No jobber, it is affirmed, can sell one 
or two gross of screws at a time with- 
out a heavy proportionate loss and 
twenty such items of a gross or two 
each simply multiply the loss by twenty. 
It is repeatedly declared in wholesale 
circles that dealers who regularly buy 
full packages and thus help hold down 
the cost of order-filling are coming to 
demand and deserve lower unit prices 
than the small-lot buyer. Recognizing 


the continued development of this situa- | 
tion, manufacturers are giving more and | 


more study to the possible reduction of 
standard packages to an average con- 
tent suitable to the regular purchasing 
requirements of: the retailer. 


FALL SPORTING GOODS 


Retailers are showing keener interest 
in firearms and ammunition for the 
early fall trade. Future buying has 
been lighter than usual, but such sea- 
sonal ammunition items as trap loads 
and blank cartridges registered in 
greater volume for the first half of this 
year than they did for the same period 
of 1929. If history repeats itself, the 
fall trade in ammunition and firearms 
is likely to be active; among the other 
doubtful blessings of slow times, they 
afford leisure for hunting. New arms 
on the market, such as the Springfield 
automatic gun, the Western double gun 
and the Winchester Model 21 hammer- 
less double-barrell shotgun, which re- 
tails at $59.50, are in brisk demand. 
Jobbers, they say, may find it difficult 
to keep up their stocks during the active 
season, just as has been the case with 
summer sporting goods, for which 
reason hardware wholesalers are urging 
retailers to consider the advisability of 
guns and ammunition early. 





AT A GLANCE: 


Hand-to-mouth buying con- 
tinues to prevail. Small lots 
and broken packages have in- 
creased wholesale distribution 
costs. 

* % & 

Keener interest is being evi- 
denced by dealers in arms and 
ammunition for the early fall 
trade. Slow times have af- 
forded more leisure for hunt- 
ing. 

* % & 

Torrid weather has lent im- 
petus to the sale of ice cream 
freezers and portable ovens. 
Outing supplies are in active 
demand. 

* 8 & 

Prices on some lines, for 
next season, have been revised. 
Canning and preserving equip- 
ment is enjoying a_ brisk 
movement. 





ule of prices recently announced. 

















In some parts of the territory, at 
|any rate, the wave of torrid weather 
| has put life into the sale of ‘ice cream 
freezers. For several weeks portable 
ovens for gas and oil stoves have been 
active. With such high temperatures 


| at this time of the year, a good many | 


| . . 
| dealers have been discovering the sales 
| opportunity in single-burner ovens. 


OUTING SUPPLIES ACTIVE 


Vacation days, with their unpleasant 
accompaniment of heat, glare and dust, 


gles and sportsmens’ spectacles. 


been moving well as the harvest travels 
northward. Ever since the beginning 
of the hot wave insulated jugs and 
water-coolers have been exceptionally 
active. 
going strong and manufacturers’ stocks 
are said to have been depleted. Trade 
in flashlights is good. For a fortnight 
or so the utilities and railroads have 
been placing rather large orders for 





| content. 


| THE TREND OF PRICES 
| Virtually all manufacturers of radio 
‘tubes have met the new reduced sched- 





have brought on a big demand for gog- | 
Low- 


priced knives, forks and spoons have | 


| basis. 
Electric fan business has been | 


copper and the outlook is for firmer | 
| prices on hardware items of copper | 
| 





Hand-to-Mouth Buying Prevails— 
+ Prices Are Steady and Little Changed 


The 
following types of tubes are affected: 
No. 224, $3.30, reduced from $4; No. 
227, $2.20, reduced from $2.50; No. 
245, $2, reduced from $3.50; No. 280, 
$1.90, reduced from $3. The discount 
to dealers remains at 40 per cent, the 
same as heretofore. Sandpaper prices 
continue firm. Builders’ hardware 
prices remain steady. Trade in this 
line, of course, has been far below that 
of 1929, but inquiry is increasing. Lawn 
mower prices announced for next season 
show a reduction of about ten per cent 
on competitive and middle grade mowers. 

Manufacturers of poultry supplies are 
out with their 1931 catalogs. These 
show no marked price changes; never- 
theless, numerous new items are de- 
scribed and illustrated. The canning 
season is at its height with jars and 


| cans in good demand. Greater interest 
is manifest in packer cans for domestic 
use, the same as those used in com- 


mercial canning. Values are down on 
solder and babbitt metal because of the 
drops in tin and lead to the lowest 
levels known in years. 

Some reductions of consumer prices 
on hatchets and hammers announced 
in the new fall mail-order catalogs re- 
flect the declines put into effect May 1 
through the regular jobber-dealer chan- 
nels, indicating again that competition 
between the independents and the mail- 
order and chain groups works two ways, 
not always to the disadvantage of the 
former, although every price war leads 
toward general losses. It seems likely, 
however, that a fairly steady price level 
has been reached on hammers and 
hatchets and wholesalers expect better 
demand in the fall. 


ROPE PRICES UNCHANGED 


Present prices on sisal and manila 
rope are to continue at least until Oc- 
tober, figures being announced now by 
all rope manufacturers on a quarterly 
Buying is still registering in 
fair volume on the “extra best” quali- 
ties, with some diminution of demand 
for competition grades. A Chicago 
rope buyer says, “Measured by price 
per month of service, most cheap ropes 
are not cheap.” July has been a month 
of extremely quiet demand for nails 
and wire, yet it has also been a month 
of unusually steady prices. No change 
has occurred in values since early May 
and it seems that the present rock- 
bottom lowness of price levels is widely 
recognized. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
Pi1tTsBuRGH, Auc. 5. 


OCAL hardware jobbers report 
L: business volume in July ap- 
proximately equal to June, and 
in some cases sales have been slightly 
heavier. The extreme hot dry weather 
stimulated activity very sharply in 
garden hose, lawn sprinklers, sprink- 
ling cans and other items, while re- 
tailers carrying a stock of sporting 
goods had an excellent business in 
bathing suits, and swimming supplies 
and novelties. Haying tools are still 
active, but demand for lawn mowers 
and garden tools has been light for 
several weeks largely because of the 
dry weather. 


FUTURES BEING BOOKED 


Retailers are now beginning to take 
an interest in their Fall merchandise, 
but in many cases are ordering rather 
more carefully than in previous years. 
The tendency to keep inventories low 
is a pronounced factor in business on 
the part of both jobbers and retailers, 
and in some instances retail stores will 
be forced to take some rather heavy 
losses in goods held over from last 
year. During the Spring and early 
Summer, they have been able to re- 
duce their stocks of hot weather goods 
to a very low point, and will have little 
carry over this year... 


PRICE IS A FACTOR 


As is usually the case in periods of 
business depression, demand for low 
and medium-priced goods is general, 
and more expensive items, even in small 
tools, are moving slowly. Contrary to 
the expectations of many dealers, de- 
mand for comparatively costly prod- 
ucts, such as radios, electric refrigera- 
tors, electric washing machines, etc., 
has held up rather well. Installment 
buying is still a factor but cash pur- 
chases are rather common. 


RECENT PRICE REVISIONS 


The price structure on hardware 
items is becoming more stabilized and 
jobbers are of the opinion that further 
sharp reductions will be exceptional. 
Minor adjustments will probably con- 
tinue through the Fall, particularly on 
goods into the manufacture of which 
brass and copper enters, but the pres- 
ent low level and apparent instability 
of the primary market on copper is not 
conducive to steady prices. Although 





AT A GLANCE 


July wholesale volume about 
equalled June totals. Drought 
stimulated sales of hot weather 
goods. Sporting goods de- 
mand has been excellent. 

* * & 

Retailers are placing orders 
for fall goods. - Inexpensive 
merchandise is in best demand. 
Sales of large items have held 
up well, considering. 

¢ ©: s 

Prices have a more stable 
status. Most price revisions 
are minor. Several price 
changes are noted herewith. 
Declines outnumber advances. 

x *k * 


Local business conditions are 
little changed as new month 
opens. Curtailed operations 
in the steel and coal mining 
industries are principal ad- 
verse factors. Employment in 
the section is 8 per cent under 





Jan. 1 figures. 








price changes in the last week have 
been largely in the form of reductions, 
an exception is made in the case of 
milk cans. The 5-gal. size with um- 
brella cover is now quoted at $2.75 
each, and the 10-gal. is $3.35. Next 
season’s quotations on Loma fertilizer 
are lower, with the exception. of the 
1-lb. package, which is slightly higher 
at $3.60 per case. Five-lb. lots are 
quoted at $4 per case; 10-Ib. at $5.67; 
25-lb. at $4.67; 50-lb. at $4.34, and 
100-Ib. at $4, all per case. The Diamond 
E line of cloth ventilators has declined 
with No. 02 now quoted to retailers 
at $4 per doz.; No. 1 at $4.40; No. 2 
at $4.50, and No. 3 at $5.60. Four 
numbers of the radio tube line are off 
slightly in price, with No. X-245 now 
quotable at $2 each; No. X-224 at 
$3.30; No. X-227 at $2.20, and No. 
X-280 at $1.90. These are retailers’ 
prices subject to the usual trade dis- 
count. McKinney padlocks have also 
been reduced, with No. 7001 now sell- 
ing at $6 per doz.; No. 7002 at $7.20; 
No. 7003 at $8.80. Jobbers have made 
no change in the price of wire nails, al- 
though the mill price to jobbers is more 
generally quoted at $2.05 per keg, as 


July Sales About Same As June 


e oeveral Price Revisions Effective 


compared to the recent minimum of 
$2.15 in this district. 


BUSINESS CONDITIONS 


Business conditions in Western 
Pennsylvania show little change as the 
new month begins. Production of bi- 
tuminous coal from mines still in op- 
eration is estimated at 65 per cent below 
the capacity of these mines, although 
total output of coal is less than 10 per 
cent under the long period average. 
Miscellaneous industry in the district is 
in a depressed state, with employment 
sharply curtailed. Wholesale and re- 
tail merchants find collections very 
slow. The usual Summer slump is 
more sustained than it ordinarily is, 
although fundamental maladjustments 
in the business situation are gradually 
being worked out. During July prin- 
cipal indices of industrial activity have 
remained about stationary, and a com- 
posite index based upon pig iron pro- 
duction, steel ingot production, bitu- 
minous coal mining, building awards, 
glass production, bank debits in Pitts- 
burgh, machine tool orders, car load- 
ings and employment stands at 95.4 
per cent, as compared to 111 per cent 
in the same period last year. Normal 
activity at 100 per cent is based on the 
average from 1919 to 1929. 


THE STEEL INDUSTRY 


Improved sentiment seems to be the 
dominating factor in the steel Industry, 
although little concrete evidence of 
improved demand is pointed out. Pipe 
mill production is steadily increasing 
as shipments begin on large contracts 
placed earlier in the year, but in al- 
most all other departments the produc- 
tion tendency is downward. This con- 
dition is particularly marked in the 
sheet, strip and tin plate departments, 
and to a lesser extent in bars and plates. 
A fair demand for structural steel has 
maintained the shape production at 
about 70 per cent of capacity. Efforts 
to stabilize prices are being made in 
almost all lines. No new declines are 
reported, and the sharp cutting to get 
desirable business which was a disturb- 
ing condition a month or two ago no 
longer is so pronounced. The market 
on primary materials is holding, with 
scrap unchanged at $15 for the fourth 
week, and pig iron prices holding. 
Efforts are being made to advance the 
price of furnace coke. 
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« Orders and Sentiment Improving 
CLEVELAN D + June and July Sales Showed Decrease 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Aug. 5.—Orders and sentiment in the hardware trade 
have improved slightly according to reports of jobbers. The volume 
of business for July, however, showed quite a loss as compared with 
the same month last year. Business done by jobbers in the Fourth 
Federal Reserve District declined 23.7 per cent in June as compared 
with the same month last year. There was a decrease of 14.6 per 
cent as compared with May. For the first half of the year the de- 
cline was 14.4 per cent as compared with the same period last year. 
While jobbers are getting some good-sized orders, sales are mostly 
in small lots. Demand for garden hose, nozzles and sprinklers con- 
tinues very heavy because of the dry weather. In sporting goods 
lines golf and tennis goods and fishing tackle continue to move well. 
Tires and spark plugs are still quite active. The same is true of 
camping equipment. There is considerable demand for small tools 
for equipping manual training schools. While there is some activity 
in stove pipe and elbows little interest is being taken in any other 
line of merchandise for future delivery. The only exception is 
sleds which are selling remarkably well. 

There are very few price changes. Sharp reductions have been 
made on four types of radio tubes. Recent decline of copper has re- 
sulted in a reduction of $1 per 1000 ft. on BX cable. Collections 
are fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS. | GARDEN HOSE. 

Black, double braid, molded % in. 
in bales, 7%c. per lb.; same % in., 
84%4c. per Ib. Red, double braid, 


Carriage and machine bolts and lag 
screws, cut thread, 60 and 10 per cent 


off list; % x 6 in. and smaller bolts - ’ “ —- 4 ’ 
with rolled thread an extra 10 per molded in bales, % in., 7%c. per Ib. ; 
cent discount. % in., 8%c. per lb.: 56-ft. sections, 


oases. =e. oer lb. higher for both 
grades and sizes. 
BINDER TWINE. 
Best grade, $6.114% per bale: second GARDEN PLOWS. 

grade, $5.73% per bale: car lots Forest City, $2.75 each; G2 Ameri- 

12%c. lower per bale. can Gardener, $4.50 each; Easy Gar- 
den Raiser No. 8%, $5.80 each: No. 
BUILDERS’ HARDWARE. 10%, $6.10 each. 


In case lots, lock sets, $5 per doz. ; GRASS CATCHERS. P 


heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy Perfection, 12 x 16 in., $8 per doz. ; 
T hinges, 6 in., $1.80 per doz.; 8 in., 16 x 20 — $9 per doz.; Easy- Empty- 
$2.70 per doz.; 10 in., $4.25 per doz. ing, 12 x 18 in., $10.75 per doz.; 16 x 
Butts, case lots, 3 in. and 3% in., 22 in., $13.50 per doz. 

l6e. per pair; 4 in., —* per pair; 
for less than case lots, all sizes are ‘ 

2c. per pair higher. Butts with sand GRASS HOOKS. aera ; 
blasted finish are 4c. per pair higher. _No. 10. Clearcut, $5.25 per doz. ; 
Ornamental hinges, standard finish, Forest City, $3.60 per doz. ; Little 
$1 per doz.; nickel finish, $1.20 per Giant, $3.25 per doz, : Komet, $2.40 
doz.; sand blast finish, $1.15 per doz. per doz. ; Atkins, Perfection, $4.75 per 
aoz, 


—— GRASS AND PRUNING SHEARS. 
No, 20 Conservo, $8 each. Goodwin grass shears, No. 10, $13.80 
per doz.; No. a. $10 per rag 5 Clear- 
J y cut, No. 800, per doz.; No. 1000, 
FENCE, LAWN. $10 per doz.; Wise, No. 600, $12 per 
Ornamental, style F, 36-in., 22c. per doz.: Doo-Klip grass shears, $10.80 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per per doz.; Doo-Klip iong handled grass 
ft.; style L, 36-in., 16c. per ft.; 42- shears, $18 per doz. 
in., 18c. per ft.; 48-in., 20c. per ft. Pruning Shears.—Clearcut, No. 
Dealers’ discount, 60 per cent. 1104, $11.50 per doz.; Pexto, No. 60, 
$8 per doz.: No. 5, $3.50 per doz.; 
GALVANIZED WARE No. 505, $7.25. per doz.; Doo-Klip 
: i oh . pruners, $10.80 per doz. 

a se ing line, ee» $2.25 
per doz.; 12-qt., $2.50 per doz.; 14-qt., . 
$2.65 per doz.; 16-qt., $3.25 per doz. GRASS SEED. 

Tubs, 10-gal., $6.15 per doz. ; 14-gal., Excelsior, 31lc. per lb.; Pan Ameri- 
$6.95 per doz.; 17-gal., $8 per doz. can, 26c. per Ib.; Shady spot, 36c. 

Garbage cans, 4%-gal., $7.10 per per lb. 
doz. ; 6%-gal., $8.30 per doz.; 9%4-gal., 

8.6¢ 2 > 10%-g: 80 
ange per doz.; 10%-gal., $9.80 per LANTERNS. 

Watering pots, best quality, 4-at., | Deitz line, Victor, $8 per doz.; 
$5.75 per doz.; 3-qt., $6.75 per doz.; | Ruby globe, $9.75 per doz.; Blizzard, 
&-qt., $7.20 per doz.; 10-qt., $8.25 per } $13 per doz.: D-Lite, $13 per doz.: 
doz.: 12-qt., $9.75 per doz.; 16-qt., | Little Wizard, $8.50 per doz.; Little 
$12.25 per doz. Giant, $11 per doz. 





| | LAWN GOODS. 

L. R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz. ; 
Sprinklers, Rotary, $11.60 per doz.; 
Crown, $9.75 per doz. : Crest, $5.65 per 
doz. 


| 
| NAILS AND WIRE. 
Factory shipment, car lots, $2.25 
| per keg; less than car lots, $2.35 per 
keg for fattory shipment and $2.40 
per keg for stock shipment. Other 
products for stock shipment, No. 9 
galvanized wire, $2.95 per 100 Ib.; No. 
9 annealed wire, $2.50 per 100 Ib.; 
polished fence staples, $2.80 per 100 
lb.; galvanized fence staples, $3.05 
per 100 Ilb.; coated nails, $2.40 per 
100 Ib. 
| Barbed wire, Lyman 4 point, cattle 
| wire, $2.80 per 80-rod spool; hog wire, 
| $2.12 per 80-rod spool. 


NIGHT LATCHES. 

No. 26, 60c.° each; No. 20, 70c. 
each; No. 33, $1 each; No. 36, $1.10 
each; No. 042, $1.50 each; No. 42, 
$1.65 each; No. 040, $1.30 each. 


POULTRY NETTING. 
Galvanized after weaving, 60 per 
cent off list; galvanized before weav- 
ing, 60 and 10 per cent off list. 


PAINTS AND VARNISHES. 


Mixed paints, first quality, $2.90 to 
$3 per gal. for colors, and $3.05 to 
$3.10 for white. 

Turpentine in drums, 47%c. per 
gal.; in 5-gal. lots, 65%c. per Ral. 

Linseed oil in drums, $1.13% per 
gal.; in 5-gal. lots, $1.314 per gal. 

White lead in 100 Ib. kegs, 13%c. 
per Ib.; in 50 and 25 Ib. kegs, 14c. 
per lb.; in 12% Ib. kegs, 144c. per lb. 

Quantity discount, 500 lb. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per at. 


RADIO TUBES. 
C-324, $3.30 each : C-327, $2.20 ea 
c X-345, 50 each; CX-380, $1. 36 
eacn. 


ROPE. 

First grade manila, factory ship- 
ment, 19%c. per Ilb.; stock ship- 
ment, 20c. per lb. Sisal rope, factory 
shipment, 16c. per Ilb.; stock ship- 
ment, 16%c. per Ib. 


RUBBISH BURNERS. 


Canco No. 51, $4.20 each; No. 81, 
ss each; Cyclone Catchall, $21 per 
Oz. 


| SCREEN DOORS. 


No. 288, 2.6 x 6.6, $19.25 per doz.: 
2.6 x 6.8, $20 per Ke 2.8 x 6.8 $20 
per doz.; 2.8 x $20.75 per doz. ; 
2.10 x 6.10, $21. 23 per doz.; 3 x 7, 
$22 per doz. 


PANEL DOORS. 


| 
With galvanized wire, No. 315, 2.8 





x 6.8, $29.75 per doz.; 2.8 x 7, $31.50 
per doz.; 2.10 x 6.10, $32.40 per doz.; 
3 x 6.8, $32.75 per doz.; 3 x 7, $33.60 
per doz, 


| PREPARED ROOFING. 
Common grade, light, 82c. per sq. 
medium, $1 per sq.; heavy, $1.18 per 
| sq.: better grade light, $1.03 per sq. 
| medium, $1.32 per sq., heavy, $1.5 55 
| per sq. 
Slate surface roofing, $1.77 per sa. 


| 
SHEATHING PAPER. 
A grade, 85c. per roll; B, 60c, per 
roll; C, 45c. per roll. 


WINDOW SCREENS. 

Wood, extension, 10 x 30, $2.95 per 
doz.: 15 x 33, $3.40 per doz.; 18 x 33, 
33.75 per doz.; 24 x 33, $4.45 per doz. ; 
24 x 37, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 
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Find out about this 


I can’t tell you all about it in this space, but 
I can tell you this: this showcase, which is 
approved by the National Retail Hardware 
Association, is the last word in a modern fix- 
ture to display and sell cutlery. 

The deal that has been worked out where- 
by you can secure this case from your jobber 
will appeal to you as more than fair. It is 
based on the knowledge that if you install 
this merchandising fixture, your cutlery sales 
will increase and your jobber and Remington 
can afford to handle the case without profit 
because of our certainty of the extra profits 
all of us—you most of all—will make on your 
increased cutlery business. 

The display inserts for this case are ar- 
ranged to suit the needs of any store. You 
can show all pocket knives, or any combina- 


floor showease deal 


tion of pocket knives, shears, and household 
cutlery that you select. 

I’m sorry I can’t give you a detailed de- 
scription, and the terms of the deal here. I 
assure you that it’s worth finding out about. 
Your jobber’s salesman will give you the 
whole story, or you can write to your jobber 
or to us and get it. Take my tip, it'll be 
worth your while. 


President 





Coming soon—the Remington Stand- 
ard American Dollar Pocket Knife 








REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1930 R. A. Co. 
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TWI N e Tl E Preliminary Crop Reports Are Favorable 
* —Prices Are Without Recent Change 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Aug. 5.—Harvesting of small grain crops 
is well advanced in the southern part of the territory tributary to 
the Twin Cities, and is progressing rapidly in other sections. It is 
still too early to tell what the results will be, but preliminary re- 
ports are very favorable. Nebraska reports much better yields 
than last year, and in parts of the Dakotas the farmers are harvest- 
ing a crop where there have been crop failures for one to three or 
more years. Extremely hot weather caused deterioration, and ad- 
verse reports, but results on the whole are fairly good. 


Jobbers seem to indicate that retailers are slow in ordering fu- 
tures. Arms and ammunition, and other seasonal merchandise is 
being ordered with caution and reserve. However, it is expected 
that August will show a fairly good increase in this class of buying. 
Some jobbers state that ammunition purchases are up to normal, 
and others that their trade is deferring purchases. 

Collections in general are holding up to a surprising degree, in the 
face of the fact that there has been so much talk of hard times. It 
is beginning to be realized that much of the “hard times” in this sec- 
tion of the country is mental, and needs only the freshening breeze 
of the harvest time to blow the fog away. 

Prices are apparently very steady, showing no changes this week. 
This is another good indication of fairly. good business, and better to 
come. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS: 


AXES. GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16- ~at., $4.70; . 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, 15; 3 
doz., net. $8.00; No. 3, $9.35; > No. 1, 

BOLTS. $13.20; No. 2, $14.40; No. 3, $15.60 


Carriage ca on ge pene. 60-10 Gos. net. 
per cent; stove bolts, - per cent, 
and lag screws, 60-10 per cent from GRASS SHEARS. 
standard lists. a gig = aTaes shears, $10.80 
0z.; ‘“‘Doo-Klip” long handle grass 
BRADS. shears, $18.00 doz. net. 


Wire brads, in 25-lb. box at 7 “Goodwin,” No. 10 ball bearing grass 
cent from lists. » eet ae oer shear, $13.80; ‘““Goodwin,” No. 20, Jr., 


grass shears, $10 per do: net. 
BUILDING PAPER. i 
Red rosin sized building paper, ICE CREAM FREEZERS. 
$2.52, and tarred felt, $3.00 cwt., net. ent 2-qt., galvanized, 75c.; 4-qt., 
-65; White Mountain, 4-qt., $4.13; 
CHAIN. 8-qt., $6.75 each net. 
Log chain, qopperet, 4 x 14, $1. 
5/16 x 14, $2.11; $2.89; ao LANTERNS. 
ote, i Bed 14, $1.40; “5/16 x 15, $1.88; Dietz D-Lite, No. 2, $13.00; No. 2, 
— sb 4 cach; proof ¢ coil chain. large fount, $14.25; No. 2, Blizzard, 
“9 ” ” 3.00; No. 2, Blizzard, large fount, 
$26. 13; % i $41.82 per 100 ‘ft. $14.25; Wizard, Cold Blast, $8.50 doz., 


BUILDERS’ HARDWARE. een 

Steel butts, 34% x 3%, old copper LAWN GOODS. 

og page Beye a ~~ penn Nelson’s Perfect Clinching hose 

per or dull brass finish, less than pce e ged — dos. ; Perfeat 

case lots, 22c. per pair. Heavy steel, nehing hose menders, Ic. per doz, 

bevel inside sets, $8.00 per doz. sets. 

Steel, bit-keyed front door sets, $1.20 LAWN HOSE. A 

per set; wrought brass, bit-keyed Competition, %-in., 

at yt toe od set; hae «4 Dos, - K 

rass, cylinder front door sets, $4. 73-in., f= . 

per set. All lock sets quoted in old tan Whipcord Molded, %-in., i : 

copper finish. ft. bales, black, 7c.; red, 7%c. ft.; 
coupled in 650-ft. lengths, black, 


EAVES TROUGH, CONDUCTOR 5-in., $7.30; red, $7.80 per 100 ft., 


PIPE AND ELBOWS. _ 
Eaves trough, 28-ga., 3-in.,- slip MILK CANS. 

joint, 5-in., in crates, $5.25; 6-in., Railroad, wide neck, 8-gal., $2.50; 

$6.40; conductor pipe, 3-in., in crates, 10-gal., $2.70 each, net. 

not nested, $5.10; 4-in., $7. 15 per wo 

ft.; elbows, 3-in., 0 73; 4-in., $2.8 NAILS. 

doz. net. oer pow wee. a at comment 

coa wire nails, ; per «lb. 

FILES. keg base. 


First quality files, 50 per cent, and 
obbers’ brands, 60-10 per cent from POULTRY NETTING. 


ist. Hexagon, 63% per cent from lists. 
Reading matter continued on page 50 








PRUNERS. 
“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 


Best grade manila rope, 21c. Ib.; 
second grade, 17c. lb.; best grade 
on eee. 16%c. lb.; second grade, 
l6c. i 


ROLLER SKATES. 

Union line, extension, web heel and 
a straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained _ ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; je 208, 
$1.00; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 

net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. Ib. base; net and cast iron sash 
weights, $1. 95 cewt., net. 


SCREWS... 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 4244 per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
22%c. lb., and strictly half and half 
solder, 23%c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), sy 30; black steel sheets, 24- 
ga. (base), $3. 70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 lb., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield | heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 

Mansfield double service, 32 


Mansfield, $1.13. 
Tubes, 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 

acity, $7.20 each; Gopher garden, 
$3 -75 each; American garden, $6.25 
each, net. 


WIRE. 
Galvanized barbed cattle wire, $2.77 
er 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. 9, 
smooth, black wire, $2.90. 


WIRE CLOTH. 
Black painted, 12 x 12°*mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1. 85 
per 100 sq. ft., net. 
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From these Display Boards 
to their Grinders go thousands of 


CARBORUNDUM 


REG. U. S. PAT. OFF. 


AND 


ALOXITE 


REG. U. S. PAT. OFF. 


BRAND 


GRINDING WHEELS 











DISPLAY 
No. 4675 











DISPLAY 
No. 1476 





pm 8 a multitude of shops, garages, technical schools, 
repair shops are thousands of electrically driven grinder 
stands—most of them are double stands calling for two 
wheels. The point we desire to make is that any hardware 


dealer can do considerable wheel replacement business with 


this class of trade. 


Mm, One way of getting this business is to stock and display 
Carborundum-Made Grinding Wheels — 


MM, That’s why we offer you these display panels— free with 


an assortment of wheels — 


i Write us and the details will : 
go to you by the next mail 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


( CARBORUNOUM AND ALOXITE AR € THE RE GISTERED TRADE MARKS OF THE CARBORUNDUM COMPANY FOR ITS PROOUCTS ) 
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KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 


KANSAS City, Aug. 5.—Hardware business in the middle western 


territory is steady, but in no way phenomenal. 


Orders are coming 


in daily from the dealers but are for small quantities. 


Seasonal goods is moving satisfactorily. 


With the heat wave 


continuing, the popularity of electric fans is still marked, with some 
shortage reported. Automobile tires and sporting goods also con- 


tinue in high favor. 


The fad for miniature golf course equipment 


has not yet run out, and now we have reported a “miniature” minia- 
ture set—a course designed for the kiddies’ playground in the back- 


yard, which is selling rapidly. 


Market prices continue steady in most cases. 


However, material 


reductions have been made on tires, both automobile and truck, 
ranging from a few cents to as much as 16 per cent reduction in 


price. 


Slight reductions are also noted on barbed wire prices. 


Other listings remain constant with those last reported. 

Collections are about the same, which is to say, somewhat slow. 
Undoubtedly the territory about Kansas City is more dependent than 
any other section upon agricultural markets when it comes to finan- 


cial matters. 


question of -wheat surplus and wheat prices. 


Paramount right now in this section is, of course, the 


Wherever it can be 


managed, farmers are holding their grain in hope of better prices, on 
the advice of the Farm Board, and as a consequence ready money 
continues to be a scarce commodity in these parts. A ray of optimism 
is evinced with the announcement by the Interstate Commerce Com- 
mission that freight rates on grain throughout the big wheat coun- 
try have been ordered reduced. These freight reductions materially 
increase the wheat grower’s profits on his grain and step up his buy- 


ing power automatically. 


The pick-up in general business noted some month or five weeks 
past continues, and the outlook on the whole is rather encouraging. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. KANSAS CITY. 


BARBED WIRE. 

Galvanized barbed wire, hog or 
cattle, catch weights, $3.65 per hun- 
dred; 80-rod galvanized, hog, $3.16 
per spool; 80-rod galvanized, cattle, 
$2.96 per ‘spool; 80-rod painted, hog, 
$2.95 per spool; 80-rod painted, cat- 
tle, $2.76 per spool. Plain, annealed 
wire, No. 9, $3.15 per hundred; No. 
9, galvanized, $3.60 per hundred. 


BASEBALL SUPPLIES. 

Good quality autographed bats of 
selected white ash, $18.00 per doz.; 
No. 0 official baseball, $16.50 per 
doz.; No. 8A_ professional model 
ecatcher’s mitt, $10.00 each; No. 250, 
horsehide face, $3.35 each; No. JP 
professional model fielder’s glove, 
$5.70 each; No. 56 boy’s, $1.00 each; 
best quality, No. JP mask, one 
piece, $10.50 each. 


BUILDING PAPER AND FELTS. 
Red-rosin-sized building paper, No. 
30, 75c. per roll. Slater's felt, 84c. 
per roll. Asbestos paper, $6.00 per 
100 lb. Tarred felt, $2.66 per 100 Ib. 
Insulating paper, $2.10 per roll of 
500 sq. ft. 


BOAT OARS. 
Plain ash, straight handle, in from 
6 ft. to 8% ft. lengths, 20c. per ft. 
Oar locks, malleable galvanized iron, 
29ce. per pair. 
BICYCLE TIRES. 
S. Overland thornproof, black 
side walls with red tread, 28 in. x 
1% in., $2.50 per pair. 
CAMPING EQUIPMENT. 
Gold Medal No. 80 camp cot, $6.20; 





No. 50, $4.85. ‘‘Badger’’ camp stool, 

40c. ‘“‘Badger’’ folding table, hard- 

wood top and legs, No. 208, $2.50. 

Coleman No. 9D camp stove, $6.25; 
‘ 


No. 2D, $8.50. 


CROQUET SETS. 


Four-ball maple, No. 05, $1.25; 
eight-ball sets, $1.85; No. 9 eight-ball 
fancy painted, $3.30; No. 6 four-ball 
fancy painted, $2.15. 


ELECTRIC FANS. 


Ten-in. oscillating, high grade fan 
single speed, $11.55 each. Same in 
9-in., $8.75. No. B67 stationary, 8 
in., $3.20; No. B62, 9 in., $3.70; No. 
B64, 10 in., $7.00. 


FISHING TACKLE. 


Rods, split bamboo, fly rods, No. 
7%, $5.60 each; No. 3097, $3.95 each; 
No. BBC46GG steel bait casting rod, 
$1.49 each. Best quali ty No. 275, cork 
grip, agate guides, in from 5 to 5% 
ft. lengths, $7.35 each. 
No. 1000 good quality, 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
~ ag winding, anti-backlash, $13.25; 
No. 100 level winding, $3.35; No. 223, 
.85. Enameled silk line, i100 yards, 
test, $2.65; 
ing line, 100 yd., 


level wind- 


16-lb. test half cast- 
$2.15. 


GARAGE HARDWARE AND LOCKS. 


No. 1776%4,J garage door set for 
hinged doors, $2.25 per set. No. 
1T25058 sliding garage door set, $4.35. 

ide bevel lock set, $4.25 per doz.; 
lock sets with glass knobs, $7.00 per 
doz.; No. 165 3-in. wrought steel 
butts, 30c. per pair. 





Seasonal Goods Moving Steadily— 


$Tire Prices Have Been Lowered 


GOLF BALLS. 
Eagle, both 1 62/100 in. and 1 68/100 
in., $6.00 per dozen. Paramount, 
same sizes, 


ICE CREAM FREEZERS. 

All metal, No. F2A, 2 qt., $9.50 per 
doz.; all metal automatic freezing, 
2 qt., $2.70 each; wood pail, 2 qt., 
$1.40 each; steel frame, wood pail, 
3 qt., $2.75 each; 4 qt., $3.35 each; 
6 qt., $4.25 each. Three-motion, steel 
frame, wood pail, 4 qt., $4.10 each; 
6 qt., $5.16 each. 


LANTERNS. 
Dietz Little Wizard, $1.00 each; 
Dietz Little Giant, $1.30 each; and 
Dietz Monarch Hot Blast, 90c. each. 


PAINT. 
Pure outside white lead and zinc, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 

Selected black Chinese _ stucco, 
length out 45-in., No. 30, $25.00 per 
doz.; No. 35, $34.45. Selected black 
Chinese wall brush, all 
3 in., 2% in. out, $13.50; 
out, $17.05; 4 in., 
4\%-in., 4% in. out, 
414 in. out, $33.75. Dutch kalsomine, 
No. 40, 4% in. out, selected Russia 
bristle, $42.75 per doz.; No. 50, 4% 
in. out, $51.25 per doz. Black Chinese 
bristle oval varnish, No. 4/0, $10.60 
per doz.; No. 6/0, $13.30 per doz.; 
* 8/0, $14.25 per doz. Flat varnish, 

» $2.80; 1", in, oY 2 in., $5.75; 
sy in., $7.90; 3 in., $10.15. 


ROOFING. 

Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29.00 per ton. Asbestos, 
liquid roof e * 50-gal, steel drum, 
43c. per gal.; 30-gal. steel drum, 45c. 
per gal.; 5-gal. steel pails, 53c. per 
gal. One-gallon cans, 6 to the case, 
$4.10 per case. 

Plastic roof cement, steel 
480 lb. gross, 5%4c. per lb.; % 
drum, approximately 290 Ib., 
per lb.; 100 Ib., 6%c. per Ib.; 
steel pails, 7%c. per Ib. 


ROPE. 
Manila rope from 17 to 21 cents a 
pound depending on quality. 


SCREEN DOOR HARDWARE. 

Black japanned screen door hinges, 
$1.20 per dozen pairs; spring hinge 
sets, black japanned, $2.00 per dozen 
sets; No. 7565 steel screen door 
catches, $4.65 per dozen; No. 575 
bronze, old copper finish, $12.25 per 
dozen. 


SHEARS (Grass). 

“Doo-Klip” per doz., $12.00; Good- 
win No. 10, ball bearing grass shears, 
$13.80 per ‘doz. net; Goodwin No. 20, 
Jr. grass shears, $10. 00 per doz. net. 


THERMIC JUGS. 
One-gallon —— jug, 
$5.00. No. 123, 20. 


TIRES. 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, over- 
size heavy duty cord, s.s., cl., 
$5. 43; Pag x 4, $8.98; 32 
$10.08; 32 x 4%, 95; x 

$13, 47; 33 x 5, $17. 60; Balloon, 29 
x 4.40, regular, $6.18; 30 x 4.50, $6.89; 
30 x 5.25, $9.92; 31 x 5.25, $10. 20; 31 x 
6.00, 6 ply, $13.54; 33 x 6.00, $14.25. 
Trucks, 32 x 4%, 8 ply, $15.80; 33 x 
4%, $16.35; 30 x 5, $18.91; 32 x 6, 
$23.98; 36 x 6, 10 ply, $34.48; 34 x 7, 
$44.51; 40 x 8, 12 ply, $67.78. 


VACUUM BOTTLES. 
Universal No. 420, 1-pt., 70c.; No. 
780, 1-qt. $1.30; No. 571, 1-pt., 
$1. 3314; No. 512, 1-qt., $2.00. 


WATER COOLERS. 

Stand model, No. 500 in mahogany, 
art green, or white, to hold 5-gal. 
bottle, $12.00 each. Galvanized iron 
lined, without stand, 3 gal., $2.25 
omen: 4 gal., $2.60 each; 6 gal., $3.35. 
each. 


rubberset; 


drum, 
steel 
5%c. 
25-Ib. 


No. 303, 


414, 
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Bakelite Molded Cover 
Plates and Push But- 
tons. Made by Reynolds 
Spring Company, Jack- 
son, Mich., and Rodale 
Mfg. Co., Inc., New ~ 

York, N.Y. 


WHO WOULDN'T PREFER THESE 
FINER DEVICES OF BAKELITE MOLDED? 


Made of Bakelite Molded, a material of high 
insulation value, these switch and outlet cover 
plates and push button sets are neat and com- 
pact in design, with a beautiful lustrous brown 
finish which will not stain, discolor or corrode. 
Who wouldn't prefer them? 

Display a complete assortment of these fine 
Bakelite Molded devices in your counter trays. 
Many of your customers will be reminded of 


shabby and broken devices that need to be re- 
placed. Just point out how simply and economi- 
cally it can be done—a profitable volume of sales 
will result. 

Wiring devices to meet every need are made 
of Bakelite Molded. They can be obtained from 
nearly any jobber. At your request we will gladly 
send you a list of manufacturers who use this 
better material for their products. 


BAKELITE CORPORATION, 247 Park Ave., New York. CHICAGO OFFICE, 635 West Twenty-second St. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 





REGISTERED 


“The registered Trode Mark and Symbo! shown moy be used only on products 





v. © PAT. OFF 


fal “B" is the numerical sign for infinity, oF unlimited quantity it symbolizes the 


BAKELITE 


mode trom motenats monulactured by Bokelite Corporahon Under the copr 


and future uses of Bokelte Corpor products” 


THE MATERIAL OF A THOUSAND USES 
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BOSTON, Aug. 5 ee England retail dealers are buying a wide 
assortment of merchandise, but very little of any one thing. In 
other words, they are not buying any more than they actually need, 
and current needs without exception are for seasonable goods. No 
interest is manifested in futures, although it is believed that this 
situation will correct itself before long. Retailers’ stocks, aceord- 
ing to jobbers, are well balanced but not excessive, and it would not 
take much increase in public consumption to convince retailers that 
supplies of some things, at least, were altogether too small. August 
usually is a quiet month with retailers owing to vacations, but it is 
expected this month’s quietness will be more emphasized because of 
the unemployment and reduced wage situations. 

Although figures compiled are preliminary, jobbers generally ad- 
mit that July shipments were not larger than those for the corre- 
sponding month last year and in some cases smaller. They further 
state that collections are still backward, and that outstanding unpaid 
accounts are greater than they usually are at this time of the year. 
Jobbers, like retailers, are buying goods conservatively, relying on 
the manufacturers to supply goods if any emergency arises. Aside 
from a further downward readjustment in the price of wire nails, 
this time in mill shipments, no changes in values are reported, and 
the concensus is that there will be little doing in this line during 
August. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


Clothes Pins.—Claire box, $1.50 a 


AUTOMOBILES (Toy). 

Automobiles.—Essex, $8.75 each; 
Hupmobile, $10.86; Franklin, $13.15; 
Peerless, $15; Oldsmobile, $16.90; Pon- 
tiac, $18.75; Studebaker, $24.50; Lin- 
coln, $32.50; Velie, $7.25; Hudson, 
$8.75; Maxwell, $10; Buick, $29; 
Roamer, $22.50; Paige Sport, $35.63; 
Rolls Royce, $45; Marmon, $28.44. 

Trucks.—Speed, $11.55 each net; 
heavy duty, $16.90; Kiddie, $8.69; 
Bull Dog, $15.25. 

Novelties.—Air Pilot, $9.40 each 
net; Fire Chief, $11.55; Fast Mail, 
$10.50; Speed Boat, $14.38; Fire De- 
partment, $7.81; Fire Tower, $30; 
Stop and Go Signal, $8.88. 


BARBED WIRE. 

Barbed Wire.— Eighty rod reels, 
four point galvanized, $3.70 per 100 
lb. net; catch weight reels, $4.25. 
Mill shipments, catch weight, four 
point galvanized, in car lots, $3.05 
per 100 Ib., in less than car lots, 
$3.30, two-ply twisted, in car lots, 
$3.05, in less than car lots, $3.30. 
Eighty rod reels, four point, in car 
lots, $2.67 a reel, in less than car 
lots, $2.88; two-ply twisted, in car 
lots, $2.24, in less than car lots, $2.41. 


BRUSHES. 

Brushes.—Paint, wall, 34 in., $4 to 
$14.50 per doz. net; whitewash, 7 in., 
$4.58 to $21; calcimine, 7 in., $9.50 to 
$59; paper hanger, 10 in., $2.50 to 
$16: flat varnish, 2 in., $1.20 to $6; 
oval varnish, $11 to $20.50 


CHAMOIS. 
Chamois.—First quality, 12 x 16 -. 
$4.50 per doz. net; 16 x 21 in., $10.5 
19 x 25 in., $15; 23 x 26 in., $i7. 50; rh 
x 33 in., $21. 


CLOTHES BASKETS. 
Clothes Baskets.—Willow, No. 
$12.50 a doz. net; No. 3, $15; No. 
$17.50. 


CLOTHES LINES, ETC. 
Clothes Lines.—Braided cotton, 50 
ft., $3.60 a doz. net; twisted, $3.50; 


we DO 


galvanized wire, No. 18, $4.80; No. 19, 
$4. 








ease of 2 doz. net; Moore spring, 60c. 
a gross; Klose Klip, $2 a doz. pack- 
ages. 

Pulleys.—Superior, $4.25 a doz. pair 
net Sargents, No. 160, $1.35 a doz.; 
No. 161, $1.22; No. 166, $1.41; Stover, 
No. 201, 75c. a doz. 


FENCING. 
Fieid.—Square Deal, No. 11, 832 x 

6, $5.93 a roll net; 1047 x 6, $7.60; 

1047 x 12, $5.60; 1155 x 6, $8.56. 

Cattle._No. 11, _ x 12, 33. 84 a roll 
net; 845 x 12, $4.40 
Poultry.—No. 14%, 1548 x 6, $4.63, 
a roll net; 1760 x 6, $5.20; No 15%, 
or x 5% ait es 1948 x 6, $4. 96; ry 
.76 i, 1736 ,x 4, $3.8 
3048 x 4, $4. 49: 2360 x 4, $5. 30; 5673 
x 4, $6.0 

Bae nal —Lawn, style F, 36-in., 
$3.63 a rod, list; 42 in., $3.96; 48-in., 
$4.62. Style L, extra, 36 in., $2.64; 
42 in., $2.97; 48 in., $3.38. Discount 
50 per cent. 

Posts.—For line, No. K268, 23c. 
each net; end, No. K271, 48c.; gal- 
vanized 7 6% i. 67¢.; 7 ft., Tec. 
7% ft., 77c.; galvanized ideal end, 
7% ft., $3. 94; galvanized ideal cor- 
ner, 1M ft., $5. 70. 

Accessories. — Line post driving 
caps, 50c. each net; red top, studded 
tee, 43c. 


FIRE EXTINGUISHERS. 

Fire Extinguishers.—Standard, 2% 
gal. containers, $9.60 each net; Buf- 
falo, 2% gal., soda and acid type, 
$9.50. 


FRUIT PICKERS. 
Fruit Pickers. — Standard makes, 
$5.40 a doz. net. 


GOLF SETS (TOY). 

Golf Sets.—Toy, No. 86, for chil- 
dren 5 to 8 years old, $8 per doz. 
net; No. 118, for children 9 to 14 
years old, $20; No. 331, $1.67 each net. 


KETTLES. 

Tea.—Copper, No. 37, $18.50 a doz. 
net; No. 38, $19.75; No. 39, $21.40; 
No. 638, $23.10; No. 639, $25; No. 18 
special, $14.75; No. 8, Copper King, 
$17; Copper Queen, $18.25. 





Orders Involve Wide Assortments, 
but Small Quantities Are the Rule 


LAWN ACCESSORIES. 
Hose.—Rubber, garden, Commer- 
cial, % in., 6%c. per ft., net; Leader, 
¥% in., 6%c.; 5 in., 7\4e.; Vigilant, 
5g in., 8%c.; Olympia, % in., 84c.; 
i Luck, 10%c.; Bull Dog, % in., 
2, C. 
Lawn Mowers.—Roller bearings, 16 
= $18.25 each, list; 18 in., $19.50; 
in., $20.75; roller bearers, 16 in., 
316. 75; 18 in., $17.50; 20 in., $18.75. 
Automati¢ style, 11-5, 16 in., $12; 18 
in., $12; 20 in., $14. Style "10- 4, 14 
in., $9.75; 16 ome $10.50; 18 in., $11. 25; 
20 in., $12. Style 9-4, 14 in., $9; 16 
i i ; 20 in., $16.50; 
ball bearing, 16 in., special, style 8-4, 
14 in., $8.50; 16 in., $8.90; 18 in., $9.30; 


special, style 3-8, plain bearing, 12 
in., $5.40; 14 in., $5.80; 16 in., $6.20; 
18 in., $6.60. 


Sprinklers.—Nelson rotary, $12.80 a 


doz. net. Majestic Rain King A, 
ng each. Dollar, revolving, $8 a 
aoz. 


Coupling.—Nelson perfect clinching, 
self fastener, $2 a doz. net; corru- 
gated, $1.30; perfect clincher hose 
mender, $9.60 a gross, net. 

Rollers. — Water, Dunham, with 


roller bearings, No. 5, $12.70 each 
net; No. 7, $14.60; No. 9, $16.50. With 
pian. bearings, No. 2, $8.55; No. 4, 


Reels.—Hose, Wirt & Knox, No. 10, 
$0 each, net; LaMathe, No. 100, 
1. 


Catchers. —Grass, Easy Emptying, 
No. 10G, $11.50 a doz. net; No. 17G, 


$7.20. 
Hooks.—Grass, Lawn King, $6.50 a 
doz. nét~ Lawn Queen, $8; Little 


Giant, $5.25; Reliance, $3.00; Nolin’s 

concave, $6.50; Atkinson’s Perfection, 

Sos Columbia, No. 1, $4.00; Komet, 
oo. 


NAILS. 

‘ Nails.—Wire, from store, $3.05 per 
keg base; from mill, in car lots, $2.15 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.40. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.o.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 lb. base; larger sizes, 
$6.85. Mill shipments, 8d, and smaller, 
$5.75 base; larger sizes, $6.35. Hard- 
ened steel floor, direct shipments, 
$7.60 f.o.b. Wareham, Mass.; from 
store, $8.10. Western cut nails, direct 
shipments in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 


OUTBOARD MOTORS. 

Outboard Motors.—Neptune Twin, 
$110 each list. Discounts, single mo- 
tor, 20 and 5 per cent; lots of five, 
20 and 10 per cent; lots of ten, 33% 
per cent. 


PLASTIC WOOD. 

Plastic Wood.—In quarter pound 
containers, 35c. each list; in one 
lb. containers, $1; in tubes, 25c. Sol- 
— fluid, 3-02. cans, $3 per doz. 
ist. 


VACUUM CLEANERS. 

Vacuum Cleaners.—Universal line, 
No. 5801, complete, $30.22 each net, in 
lots of three or more, $27.90; No. 580, 
without attachments, $24.67, in lots of 
three or more, $23.70; No. 801 attach- 
ments, $4.55, $4.20 and $7; No. 7201, 
complete, $32.17, in lots of three or 
more, $29.70; No. 720, without attach- 
ments, $25.67, in lots of three or 
more, $23.70;. No. 201 attachments, 
$6, $6.50 and $10. 


WINDOW CLEANERS. 
Window Cleaners.—Golden Queen, 
No. 5, 14 in., $17 a doz. list; 16 in., 
$18. Discount, 40 per cent. 


WINDOW WEIGHTS. 
Window Weights.—Standard makes, 
2%c. per Ib. net. From foundry, lo- 
cal shipment, $38 per ton net, 
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Duluth Equipped Stores Are Departmentized 


—a “Modern Retail Store’’! 


ERE is the kind of a store that every 

hardware merchant is interested in. It 
is a modern retail store that is a source of 
pride to its owners, a pleasure for customers 
to trade in, and, above all, a real profit 
maker. It is departmentized with all mer- 
chandise 100 per cent openly displayed. 
There is plenty of room in the aisles to lead 
customers through the store and plenty of 
merchandise on display tables neatly ar- 
ranged in the center. This causes custom- 
ers to circulate freely throughout the store 
and it brings to their attention thousands of 
items that forces thousands of dollars of 
extra sales throughout the year at no extra 
cost. 


Of course, it is completely Duluth 
equipped, the fourth installation for the 
same concern. 


Duluth Modern Merchandising Equip- 
ment is built up to a standard of retail mer- 
chandising efficiency—not down to a price. 
It is designed by Duluth Merchandising En- 
gineers with only one thought in mind— 
that of increasing sales and profits. These 
men have had years of experience in suc- 


cessfully helping thousands of hardware 
merchants, both large and small, to develop 
larger and more profitable businesses. 


When Saunders Norvell, nationally known 
to hardware merchants, wanted to see a 
modern retail store he found one in the 
Bunting Hardware Co., at Kansas City, Mo. 
Here he found a dealer who was merchan- 
dising and not just storekeeping, and he 
saw the results of a Duluth equipped and 
departmentized storé. 


You, Too, Can Have a Modern 
Retail Store 


Today is the best time to make the start. Write, 


us now and get our new booklet, “A Modern Re- 
tail Store,” and find out how easily your store can 
be transformed into a real merchandising and sell- 
ing machine. It is easier than you think and it 
doesn’t require a large outlay of cash. Duluth’s 
Convenient Financing Plan will help you pay for 
it in small monthly payments out of additional 
profits. Be sure to write TODAY—no obligation, 
of course. 

A few remunerative territories have been created in the 
Duluth Organization. 

Only high calibre salesmen are invited to reply. 


DULUTH SHOW CASE COMPANY 


5002 Wadena Street 


Duluth, Minn. 
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EPEAT BUSINESS 
from the skilled 
mechanic requires a 
quality line of tools 








Thirty years of satisfying the skilled 
mechanic’s needs for precision files have 
enabled the American Swiss File & Tool 
Co. to produce a line of quality hand tools 
that satisfies the most discriminating user. 








Hardware dealers handling American 
Swiss products tell us that when a me- 
chanic buys one American Swiss product, 
he eventually purchases others, for the 
wide variety cf American Swiss Products 
covers a broad field. 









Write for catalog. 


American Swiss File & Tool Co. 
400 Trumbull St., Elizabeth, N. J. 


Swias' 





MECHANIC’S HAND 


TOOLS 


PREC#SIOX FILES AND KNURLS 














=IN THE WEEK'S MAIL= 


Rendering Priceless Service 


Cuicaco, Itt.—We are well acquainted 
with your publication and have benefited 
by many ideas which it has given us in 
the past. You are rendering a priceless 
service through the hardware industry as 
a whole, including our own particular 
branch, paint, varnishes and. enamels. 

L. J. Keirn, 


Sales Department, Bradley & Vrooman Co. 





Read It Twice 


WarRRENSBURG, Mo.—I just read your 
editorial—“‘As the Retail Dealer Views 
It”—in the last HarpwarE AGE of July 
10. In fact, I read the article the second 
time, and I could not resist telling 
you that I appreciated it very much, 
and I hope that all the manufacturers of 
standard goods will read it, and then do 
some good, sound thinking as to who 
they expect to be selling their goods to 
in a few more years. 


J. J. WAMPLER. 


Hamp Indorses Us 


Hor Sprincs, ArkK.—I want to in- 
dorse all of your editorial in the July 
tenth issue of HARDWARE AGE, but I de- 
sire to have published in your next issue 
over my signature, my indorsement, espe- 
cially of that part of your editorial in- 
cluding the first column entirely and the 
two first lines of the second column in 
order that every hardware dealer and 
manufacturer may be sure to read it. 
I am afraid that someone will overlook 
it. I would not object to a repetition of 
the entire editorial page, if you have the 
space to spare. 

Since the chain stores and mail order 
houses have begun to make rapid in- 
roads upon our business, the retailers 
have heard nothing but criticism from 
every source. Even the Government has 
declared and published that we were try- 
ing to do business on “Hope, Ambition 
and Poor Judgment.” As you say, we 
have had a few friends among the job- 
bers and manufacturers who have shown 
a disposition to help us and help is what 
we have needed. Now they say the re- 
tailers have no trouble in meeting chain 
store price competition. Why say that 
if prices have had no effect upon our 
trade, as some have claimed all along? 

We have got to fight if we get any- 
where, and that’s what some of us have 
been doing. If Harpware AGE will back 
us up, and the jobbers and manufacturers 
will see that we are not discriminated 
against in the matter of price, we will 
come back. Right now is the time, while 
there is a slowing down of business gen- 
erally. Let’s line up with our friends 


and above all be loyal to the end. 

May I conclude this article by giving 
my further indorsement to that part of 
| page fifteen, Harnware Ace, July tenth 


More Letters from Readers 





issue, entitled “The Kind of Challenge a 
Mail Order House Likes.” 
= Hamp WILLIAMS. 


Headed for Peonage? 


Datitas, Tex.—Your article “over 
fifty” was as full of the truth as a nut 
is of meat, but the trouble is the young 
birds are in charge and the old guys 
have no mere chance than a snowball 
in Hades, they have been in the saddle 
and have ridden this country to the great- 
est fall that it has ever gotten—they have 
been riding deep, and right roughshod 
over that old adage, “the old man for 
wisdom and the young man for work” 
and what have we got as a consequence, 
a condition that is going to take a class 
of thinking that those boys can’t muster 
to extricate the country from its present 
predicament. 

Its a funny situation—the banks are 
lousy with money—but the banker looks 
as much to the possibility of the money 
he loans- making money as he does to the 
integrity and ability of the borrower— 
and the old boy can’t see much chance 
for the money he lets out making money 
at the present stage of the game, so he 
is just sidestepping, therefore they can’t 
forge ahead for the future to make up 
for the efficiency era of the past. 

The new order of things has caused a 
concentration of wealth, that puts the 
coin of the realm where the common 
herd do not stand a ghost of a show to 
get their paws on enough of it to live 
on to say nothing of having an occasional 
good time. Solomon said; “The rich 
man’s wealth is his strong city; the de- 
struction of the poor is their poverty.” 
Solomon was a wise old fellow, and the 
few that are controlling the wealth of 
this country had better watch out and 
not let things get to the point where he 
said; “The rich ruleth over the poor 
and the borrower is servant of the 
lender.” They have peons in Mexico—if 
we are not headed for peonage, my guess 
is wrong. 

We have had combination after com- 
bination of Manufacturers, now we have 
the chains that act as combinations in 
distribution, all of which reduce the 
earning power of men, to say nothing 
of the demand for men, what these poor 
devils that are let out of jobs are going 
to do and how those that are employed 
are going to get by on the salaries that 
are paid, raises a question that I would 
like to see some of these young wise- 
acres answer, then you have the farmer 
that, if he grows a crop, can’t get any- 
thing for it who appears in the picture to 
muddy the water still more. 


Where are we headed? 
R. F. Beri 
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Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. Boer eves 





~ Manufacturing Co 


ERIE, PENNSYLVANIA 
Offices_ 
New Y. 5 Werven St. 


Chicago, 555 W 
Boston, 76 Battermarch - 
San Francisco, 703 Market St. 








| 
| 
| 
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Is The Time 


to ‘Feature 


“LITTLE WIZARD” 


LANTERNS 


For Summer Campers 
and Cottagers -——— 


Every Camper needs one or more lan- 
terns. Small size, high lighting power 
and good looks are features that make 
Dietz Little Wizard Lanterns the most 
suitable selection for cottagers, tent 
dwellers and motor tourists. 


Include Dietz “Little Wizards” in your 
window displays of camping necessities 
and sporting goods. They will help your 
Summer sales! 


NEW YORK 


Largest Makers of Lanterns in the World—founded 1840 
Output Distributed Through the Jobbing Trade Only 


DIETZ 


LANTERNS { 











R. E. DIETZ COMPANY 
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Every month, more 
than 750,000 car- 
penters and wood- 
workers read Star- 
rett advertising ... 
Are you getting 
your share of the 
sales? 


Skiiled tool users are your most valucble 
customers. Keep them coming to your 
store by carrying a full stock of Starrett 
Tools and displaying them effectively. 
Write for information on Starrett Dealer 


Helps; for Starrett Catalog No. 25 “A” 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


50th Anniversary of Starrett Tools — 1880-1930 


| 
| 
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This Sales Bonus Plan Increases 
Electrical Appliance Profits 


Sliding Scale of Rewards Provides from 25 
Cents to Five Dollars 


NE of the most suc- 
cessful merchan- 
disers of electrical 
appliances provides 
a bonus on sales 
with very effective 

results. Hardware merchants who 
are anxious to increase their elec- 
trical volume would do well to con- 
sider the merits of the plan. It is 
natural that salesmen will exert a 
more energetic effort to sell an arti- 





| barred. 


cle if some monetary reward is 


| provided. This does not necessarily 
| mean that a large honorarium is 
| required to furnish the needed in- 


centive. In this instance the bonuses 
range from twenty-five cents on 
such items as electric irons to five 
dollars for selling an electric re- 
frigerator. Under the plan, sales- 
men who furnish definite leads, 
which later lead to making a sale, 
receive the same bonus as is offered 
for selling an undeveloped prospect. 
The provision is made, however, 
that the employee must make a per- 
sonal contact with the customer, in 
each individual case, to receive 
credit for furnishing the name of 
a live prospect. / 

Pooling or massing of prospects 
by any group of employees is also 
In addition, the date of the 
prospect card and the time of filing 
it determines the employee who is 
to receive credit for-the prospect. 
In all cases the prospect card must 
be turned in before the sale has 








been consummated. Another pro- 


| vision is that the items sold most be 


sold at the regular retail price which 
| has been established on that appli- 
| ance by the store. 


Another ruling of importance 


| governs the payment of bonuses for 


| prospects which result in the sales 
of items to customers who have 
already been called on within the 
| previous thirty days by a salesman 
representing the store. Should the 
' salesman have called on the cus- 


tomer regarding the appliance speci- 
fied on the prospect card, no bonus 
is paid. Asa final provision, should 
a salesman in making his first call 
on a customer relative to the appli- 
ance indicated on the prospect card 
make a sale of an appliance not 
specified on the card, a bonus of 
50 per cent of the regular amount 
is paid. 

The table of bonuses for the vari- 
ous appliances, as used by the store 
referred to, is as follows: 


Clock, Electric 

Curling Iron 

Dish Washer 

Egg Cooker 

Fan 

Fan, Vent., less than $100.00 

Fan, Vent., more than $100.00 

Grill 

Hair Dryer 

Health Motor 

Heating Pad 

Hotplate or Table Stove 

Iron 

Ironing Machine 

Juice Extractor 

Kitchen Aid 

Soldering Iron 

Portable Lamp ($10.00 or over) 

Table Lamp ($10.00 or over) 

Indirect Floor Lamp (200 Watts or 
over) 

Sewing Machine 

Sewing Machime Motor 

Motors up to 5 hp., per hp. 

Percolator 

Perco-Toaster 

Pump (Electric) 

Radiator or Space Heater 

Range 

Refrigerator, Electric 

Toaster 

Storage Water Heater 

Tank Water Heater 

Ultra Violet Ray Lamp 

Urn, Coffee (with or without set) 

Urn, Coffee (Commercial) 

Vacuum Cleaner 

Vibrator 

Waffle Iron , 

Washing Machine 


$ .25 
-25 
1.00 


-50 


1.00 
1.00 
-25 
-50 
«23 
-25 
1.50 
-25 
3.00 
5.00 
25 
2.00 
1.00 
1.00 
25 
1.00 
1.00 
> 
«25 
2.00 


During this month and next is an 
especially appropriate time to try 
such a plan, as the peak of the nor- 
mal demand for many electrical 
appliances will prevail. There is 
little question but that it would ac- 
complish its purpose, as other mer- 
chants have found it very effective. 

















HARDWARE AGE for AUGUST 7, 1930 





~ Three Simple Display Racks 


Made by Hardware Men 


Handy for Axes 


ARTIN HARDWARE CO., Mans- 
field, Ohio, displays axes this way. 
The rack stands 34 in. high at the back 
and 9 in. wide on top. The tapering ef- 
fect improves the appearances. Measure- 

























ments of width at the two cross parti- 
tions and base are 15 in., 21 in? and 27 in., 
respectively. The rack is 30 in. across 
the front. The compartments measure 
1% in. in width, and dividers are made 
from 1 in. stock as is the entire rack. 
Although this particular rack sets on a 
standard sales counter it could also be 
used on the floor, as‘the axe handles are 
long enough to permit easy handling and 
inspection, and stimulate self service. 


For the Small Items 


WENTY movable bins like this are 
used by Arthur E. Moreau, J. J. 
Moreau & Son, Manchester, N. H., to 







display miscellaneous small items, either 
seasonal goods or specials. They meas- 
ure approximately 13 in. in width, 22 in. 
in length, are 4 in. deep in front and 6 
in. deep in back, and stand 33 in. from 
the floor. A value creating price card 
in frame sets on the back. Mr. Moreau 
uses these in all parts of his complete 
store. During the Christmas 
they usually display incidental Christmas 
items, tags, wrapping paper, cards and 
small gifts. It has been found that goods 
shown in these displays sell very rapid- 
ly. The display problem is simple, just 


’ put the stuff in and have a price card 


ready. The novelty of the box helps 
create attention and does not mar the 
general display effect of the store. They 
may be finished according to personal 
tastes. People sell themselves from these 
bins. 


For Baseball Bats 


HIS handy baseball bat display rack 
is used by the Clark Hardware Co., 
Lexington, Ky. It is portable, easily 
made, yet strong. Dimensions are 36 in. 
high in back, 24 in. high in the front and 
42 in. long or across. Cut into six equal 


compartments, this rack permits price or 
weight classification, provides a neat dis- 
play from which prospects may at will 
themselves if 


serve interested in 

























The uprights are made from wood 1 in. 
thick, and the cross-pieces may be made 
from Y%- or %-in. planks. The com- 
partments are 8 in. deep. Two narrow 
cross strips are 2 in. wide and lower or 
base strip is 6 in. wide. 


holidays | 


bats. 



















..- Four 
generations of 


building good 
hammers... 4 
generations of 
telling the world 
‘about it...and 4 
generations of 
satisfied users 
are back of the 
name... 


MAYDOLE 


You'll sell more hammers if you 
display and recommend May- 
doles. Your jobber can supply 
you with standard assortments 
or the styles and weights you 
need. 


Maydole 
Hammers 


The David Maydole Hammer Co.,Norwich,NY 


YOUR HAMMER SINCE 41843 
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OF KIN 
TAPES 


Steel and Woven 
All Patterns 





RULES 


Wood, Steel and 
Aluminum Rules. 
Machinists Scales. 











and 
TOOLS 


Micrometers, Calipers, 
Combination Sets, 
Gauges, etc. 





Every item in the line is fully guar- 
anteed for accuracy, workmanship 
and material. The demand for 
LUFKIN goods is established and 
steadily increasing. 


Distributed thru Jobbers 
Send for Catalog 


THE [UFKIN fpULe (0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 











Steel Plant Operations Are Irregular 
With Losses Offsetting Gains 


RAIL business stands out as the only 
new element in the iron and steel 
market situation. The Van Sweringen 
lines have contracted for 58,600 tons of 
rails, and there are indications that other 
railroads will place their annual require- 
ments earlier than usual. The New York 
Central is expected to inquire for 200,000 
tons, the Pennsylvania for 180,000 tons 
and the Reading for 35,000 tons. 

The only immediate effect of hastening 
rail buying would be to improve busi- 
ness sentiment, since the railroads are 
behind in their specifications against pres- 
ent contracts. However, slight improve- 
ment in rail releases is reported from the 
South and from Chicago. The Ensley 
mill has resumed operations at a 50 per 


cent rate on specifications from four 
southern lines. 
Outside of prospective support from 


the carriers, there is nothing in the cur- 
rent state of iron and steel demand that 
offers any definite clue as to the future. 
The trade still voices its belief that im- 
provement is near, but, with concrete evi- 
dence of increasing activity lacking, 


makes no prophecy as to the extent of 
recovery. The extension of “vacations” 
among consuming plants and the an- 
nouncement of fresh suspensions by com- 
panies that have operated through this 
month indicate that the stimulus from 
industrial resumptions may not be felt 
until the middle or end of August. 

Tendencies in steel plant operations are 
irregular, with losses offsetting” gains. 
Ingot output for the country at large 
remains unchanged at 56 per cent for 
the fourth week. 

Many motor car builders have sus- 
pended operations, and it now seems un- 
likely that August output will show much 
of a gain over July production, estimated 
at 220,000 cars for this country. 

Pipe lines, structural steel work and 
shipbuilding remain outstanding sustain- 
ing factors in a notably quiet period. 

The Iron Age pig iron composite price 
has receded to $16.96 a gross ton from 
$17.09 last week and is now the lowest 
since late in 1915. The finished steel 
composite remains at 2.171c. a Ib. 





Thermos Blue Boy Displays Helps for Dealers 


The American Thermos Bottle Co., 366 
Madison Ave., New York City, offers dealers 
the Thermos Blue Boy posters. Especially 
forceful is the 18 x 24 inch poster showing 
the Thermos Blue Boy in actual colors in the 
center. To the left is shown a winter scene 
with the phrase ‘Keeps Hot” printed in red 
The right hand side shows a summer scene 
with caption “Keeps Cold.” A sunburst 
treatment with winter rays in cool colors 
and summer rays ingwarm colors appears at 





the top. Semi-transparent window sheets of 
blue and orange on a bright yellow back- 
ground also feature the Blue Boy bottle. 
Folders suitable for counter and for enclosing 
in statements and invoices are available. 
Complete electrotypes and matrix of one 
and two column advertisement size with 
space for dealers name and address and 


electros of suitable illustrations for dealers 
news -advertisements are also offered. 
of this materia! 


All 
is free to dealers 
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Freight Loadings Increased 
for Week Ended July 19 


Loading of revenue freight for the 
week ended on July 19 totaled 928,256 
cars, according to the car service divi- 
sion of the American Railway Associa- 
tion. 

This was an increase of 12,271 cars 
above the preceding week, but a reduc- 
tion of 151,712 cars below the same week 
in 1929. It also was a decrease of 105,587 
cars below the same week in 1928. 

Loadings for the week compared with 
the same week last year follow: 

Miscellaneous freight, 359,168 cars, a 
decrease of 66,443 cars; merchandise less 
than carload lot freight, 233,131 cars, a 
decrease of 24,439 cars; coal, 136,771 
cars, a decrease of 14,448 cars; forest 
products, 42,158 cars; a decrease of 24,- 
585 cars; ore, 62,009 cars, a reduction of 
17,339 cars; coke, 8,512 cars, a decrease 
of 3,371 cars; grain and grain products, 
64,156 cars, a decrease of 577 cars. 

In the Western districts alone grain 
and grain products loading amounted to 
45,072 cars, a decrease of 4,963 cars be- 
low the same week in 1929. Live stock 
loading totaled 22,351 cars, a decrease of 
510 cars. In the Western districts alone, 
live stock loading amounted to 16,672 
cars, a decrease of 740 cars. 

All districts reported reductions in the 
total loading of all commodities, not only 
compared with the same week in 1929, 
but also the same week in 1928. 


Decline in Wholesale Trade 
Was General in June 


Wholesale trade in all lines of busi- 
ness reporting to the Federal Reserve 
system declined sharply in June, as com- 
pared to the same month a year ago, 
and likewise was smaller for the first 
six months of the year, the Reserve 
Board announced recently. 

Declines were given as follows: 

For June: Groceries, 6 per cent; dry 
goods, 29 per cent; hardware, 21 per 
cent; drugs, 6 per cent. 

For the 6 months: Groceries, 2 per 
cent; dry goods, 18 per cent; hardware, 
13 per cent; drugs, 6 per cent. 

The largest decline registered for June 
was of 42 per cent on dry goods sales in 
New York, while there was an increase 
of 2 per cent in drug sales in the Phila- 
delphia district. For the six months the 
largest drop was 24 per cent for dry 
goods in the Dallas district. There was 
an increase of 2 per cent in grocery sales 
in the San Francisco district. 








Cost of Living Declines 
2.8% in Last Six Months 


Cost of living in the United States de- 
creased 2.8 per cent in the six months 
from December, 1929, to June, 1930, ac- 
cording to the Bureau of Labor Statis- 
tics, Department of Labor, in its semi- 
annual survey in 32 cities. This decrease 
varied from .6 to 4.9 per cent. From 
June, 1929, to June, 1930, the average 
cost of living decreased 2.1 per cent 
while from the peak of prices in June, 


1920, to June, 1930, the average decrease - 
was 23 per cent. 

The June, 1930, cost of living index 
for the United States was 166.6, based 
on 1913 as 100. Food prices show the 
greatest decrease of the six groups of 
items in the six-month period from De- 
cember, 1929, to June, 1930, declining 
6.4 per cent. Fuel and light take second 
place in point of declining prices for 
this period, decreasing 3.3 per cent. Rents 
decreased 1.6 per cent. Clothing and 
house furnishing goods each decreased 1 
per cent, and miscellaneous items in- 
creased .3 per cent. 





Business Failures Increased 
in Week Ended July 26 


Commercial failures increased during 
the past week and maintained the aver- 
age for the year, which has been higher 
than that for 1929, according to reports 
from all sections of the country to the 
business reviews. R. G. Dun & Co. 
showed a total of 510 defaults, an in- 
crease of 58 over reports for the pre- 
ceding week and a gain of 110 over the 
total for the same week of last year. 
Failures reported to Bradstreet’s totaled 
446, against the 426 for the week pre- 
ceding and 332 in the same week of 1929. 

Canadian failures at 43 for the week 
compared favorably with the total of 58 
reported a week ago, but were in excess 
of the total of 26 reported in the same 
week a year ago. Failures in Canada 
for the three months ended June 30 were 
at a higher rate than for the same period 
of 1929, with a total of 582, against 475 
in that year. Indebtedness of the fail- 
ures was lower in proportion to the in- 
crease in the number of defaults. The 
1930 figures were placed at $10,280,227, 
while the total for 1929 was $10,223,240. 

An increase was noted in the number 
of failures in the group of businesses 
employing up to $5,000 of capital, the 
percentage standing at 71.3, against 67.1 
the preceding week. Defaults in the 
group using between $5,000 and $20,000 
of capital showed a drop, falling from 
23.9 per cent of the total to 21.3 per cent. 

Geographically, the largest increase in 
the number of failures was reported in 
the Western section of the country, 
which reported 122, against 101 the week 
before. New England and the Far West 
also reported increases, while the North- 
western and Southern regions improved 
their status in regard to the number of 
defaults reported. 





Bank Clearings Show Loss 
in Week and Year Comparison 


Bank clearings in the United States 
for the week ended July 24, as reported 
to Bradstreet’s Journal, aggregated 
$9,400,619,000, as against $10,794,921,000 
last week and $12,905,202,000 in this 
week last year. There is here shown a 
decrease of 12.8 per cent from last week 
and of 27.1 per cent from the like week 
of 1929. Canadian clearings aggregated 
$252,970,000, against $306,529,000 last 
week and $347,970,000 in this week last 
year. 





Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 
modernly designed Bakatax dis- 
play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 


oTUULUAIIDOUO TOT LIEATL 
Sead fora FREE SAMPLE 


























Aji fo 
VY Bak atay 


«all 


KIA 











Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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in your line of Sundries 


The New Gillette Blade .... . the 
best blade in the world . . . . . continu- 
ally in the spotlight . . . . . making it the 
easiest selling item in your Hardware sun- 
of New 


Gillette Razors already sold offer an imme- 


dries line . . .. . millions 


diate gigantic market for the New Gillette 





Blades . . . . . New Gillette Blades also 
fit the old type razor, enabling you to 
suggest them to all customers ..... 
New Gillette Blades now bring more profits 
than ever... . . with the rapid turn- 
over of this item they will bring you more 
profit per year than any other sundry item. 


<> 


GILLETTE SAFETY RAZOR COMPANY, Boston, Mass. 


H. A. 
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IN TWO DAYS 


800 CUTLERY | 
CUSTOMERS 


How the Philip Gross Hardware & 
Supply Co., Milwaukee, drew that 
many during a Dollar-Day Sale—By 
turning a $15,000 stock over three 
times a year, the firm achieves a vol- 
ume of $45,000 in this Department 
run by Herman L. Hirthe—Stock-com- 
pleteness a powerful factor. 


F you were looking for a Persian scimitar, you 

probably wouldn’t find it in the cutlery department 

of the Philip Gross Hardware & Supply Co., Mil- 

waukee, but that’s because the demand for scimitars 

is practically nil in southeastern Wisconsin. 
Herman L. Hirthe, who runs this end of the Gross 
business, studies, his market. 
Edged things are his specialty. He 
knows what will sell. 

If, for any reason, scimitars 
should suddenly become useful in 
Milwaukee, he’d be among the 
first to hear about it. Then he’d 
act. In little or no time a resplen- 
dent display of scimitars would 
appear in his department, showing 
all possible shapes, sweeps, bevels 
and sizes. No scimitar customer 
would leave the Gross store dis- 
appointed. 

An absurd hypothesis? Perhaps. 
Just the same, it is a fairly accu- 
rate indication of the way Mr. 
Hirthe cultivates the cutlery trade. 

Gearing a $15,000 cutlery stock 


The cutlery department of Ph. Gross 
Hardware & Supply Co., Milwaukee 
is very complete 


to a three-time turnover, the Gross company achieves 
a $45,000 volume on cutlery. If some eyebrows go 
up at that statement, their owners should bear in 
mind that the Gross cutlery stock is so complete that 
it brackets nearly every imaginable need. Moreover, the 
company has been established in Milwaukee many years. 

Grandfathers and grandmothers of present customers 
have bought cutlery at the Gross store. Though the 
firm refuses to lean too heavily on its history and repu- 
tation, both undoubtedly have much to do with what 
the long-lived enterprise is doing today. 

As to the company’s cutlery sales policy, it’s the old, 
yet always new, story of quality. “We try to carry 
the highest grade goods,” says Mr. Hirthe simply. It 
has been said before. Whenever said with complete 


sincerity, as in this case, it means something funda- 
(Continued on page 64) 
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We Are 


Shear Sales— 


OR a time, several years ago, 

the Park Hardware Co., 6955 
North Clark Street, Chicago, let its 
trade on scissors die down. That 
was before that firm began to make 
sales through suggestion. Manager 
J. L. Roach found that the chain 
stores were carrying shears, and 
knowing that chains seldom carry 
anything that does not move, de- 
cided that if the chains could sell 
scissors, certainly he could, although 
he wondered why his stock of scis- 
sors had not been selling. 

The final conclusion was that they 
had not tried hard enough, so a 
better stock was sorted up—better 
than those sold by the chains, and a 
policy of showing and plugging for 
the sale of scissors. “That’s why 
they now move, and for no other 
reason,” says Roach. “I watch the 
chains closely,” he continued. “If 
they can sell a hardware article, we 
can, too, in a better quality. That’s 
almost a rule with us.” 

This brings us to one of the rea- 
sons that the Park Hardware Co. 
has been able to sell more cutlery 
to women. Mrs. Carrie M. Flury 
can sell in either the masculine or 
feminine language. Mrs. Flury has 
been with the cutlery department of 
this store a year and Mr. Roach is 
pleased with the results of her ef- 
forts, stating that “she sells as much 
as any man would.” As a woman 
she knows the value of good scis- 
sors, for instance, when a woman in- 
quires for a pair of the lower priced 
type, and puts this knowledge to 
good use. Before the average wo- 
man knows it Mrs. Flury has sold 
her a pair at $1.25 or $1.50, result- 
ing in greater sewing satisfaction 
and good-will for the store’s cutlery 
department. The difference in 
profit between a 75c. pair of scissors 


and a $1.50 pair is obvious. That 
is the difference between trading 
up and trading down. Trading up 
is a regular habit around the Park 
Hardware Co.’s store. Incidentally, 
Mrs. Flury knows why the scissors 
she is offering are superior and how 
they will cut such fine material as 
georgette crepe perfectly. 

Non-selling lines have been 
weeded out of the Park Hardware 
Co.’s cutlery case. “What we show 
we sell,” says Manager Roach. “It 
doesn’t pay to stick to stickers. Both 
the merchandise and the merchant 
must be on the move if they are to 
get anywhere.” 

Handling only quality lines, the 
Park Hardware Co. is not afraid to 
push them to the limit. It is just 
plain “plugging,” but plugging 
tempered with common sense. The 
store gets a four-time turnover, 
carrying about a $500 stock. Some 
dollar paring knives are sold as well 


Plugging for 


and that’s why they move—says J. L. Roach 


as a good many more 75 cent ones. 
The argument that this is too much 
to pay for a paring knife is met with 
the reply that a dollar paring knife 
is taken better care of. Mr. Roach 
claims that this little argument often 
sells the knife. “Yes, I guess you 
are right,” the customer is apt to 
say, “I never have had a real sharp 
paring knife in the house anyway.” 

Interest shown in the kind of 
pocket knives men carry is respon- 
sible for many sales in this item. 
“Our liveliest pocket knives,” says 
Mr. Roach, “are those that sell for 
75 cents or a dollar, but at Christ- 
mas time we push the higher priced 
knives, three to five dollars.” 

Since this article stresses the point 
of “plugging” for cutlery sales, - it 
it interesting to note Mr. Roach’s 
admonition: “If the customer 
doesn’t want the article suggested, 
he is likely to say nothing. That is 
a good time to quit plugging.” 


Cutlery department of Park Hardware Co., Chicago, III. 
































HarpDWARE AGE for AuGus?T 7, 1930 63 








WITH THE 
FAMOUS 
CHRISTY 


( ti risty 


MADE IN U.S.A 


“THE GREATEST 
IMPROVEMENT 
EVER MADE IN 

SAFETY 





MASSAGE 








BAR 








RAZORS” 











2O CHRISTY Demonstrator Razors ae 


| CHRISTY Standard Razor <& 
in this Big New CHRISTY Razor Dea! 











In Connection With Our 
Saturday Evening Post 
Campaign... 


HIS offer means exactly what it says... 

20 Christy Demonstrator Razors Free, 

and I Christy Standard Razor Free with 
your order for 30 packages of Christy Blades, 
(5 toa package, regular jobbing price 25c a pack- 
age) .. . You give the Demonstrator Razors Free 
to new users and sell them a package of blades 
for 35c. This allows you full profit on the imme- 
diate sale of blades . . . You also quickly establish 
new users among your customers, thus building 
up repeat blade sales. The 10 extra packages of 
blades give you minimum stock necessary to take 
care of this repeat business... And in addition, 


TRIS | ¥ 


SAFETY RAZOR 





WITH MASSAGE BAR 


















you have the Standard Christy Razor (included 
Free in this big deal) to sell at $1... all clear 
profit! ... There is already a tremendous mar- 
ket for Christy Blades and the Christy Razor 
with the famous Massage Bar --- called “the 
greatest improvement ever made in safety razors.” 
And this market will be immediately increased by 
the Christy Campaign in the Saturday Evening 
Post ... To promote your own sales and profits 
--- mail the coupon today to your jobber. If your 
jobber doesn’t handle Christy Razors and Blades, 
mail direct to us. Counter display container and 
window streamers supplied FREE with this big 
Christy deal. 


The Christy Sales Co., Fremont, O. 





Mail Coupon for 
FREE DEAL.. 










HA 
Name of Jobber 


Send me the Christy Deal consisting of 20 Christy Demonstra- 
tor Razors Free, | Christy Standard Razor Free and 30 pack- 
ages of Christy Blades, 5 to a package, and bill for blades only 
on your usual terms. 





Name 
ae ees 
City State 
Ordered by 


Mail to your jobber--or direct to the Christy Sales Co,, 
Fremont, O., if your jobber does not handle Christy Razors. 
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We Will Help 
You Meet 
Competition 








Enterprising stores are selling 
great quantities of Eversharp 
low-priced Scissors and 
Shears because there’s a big 
market for them, 


Our large and varied line of 
low and medium-priced Scis- 
sors and Shears meets all 
competition when value and 
price are considered. Pat- 
terns retail at 10 to 50 cents. 
Send for Catalog No. D-118 
and Price Sheet. 


Grersharft SHEAR CO 


100-800 Hicks Street 
Bridgeport Conn. 
































CHRADE SAFETY 
Pash Button Knife 


No Breaking of 
Singer na 45 


<—_ safety 
| Kola 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


roe JERLASTIGLY SIP oa 


SCHRADE CUTLERY co. Walden, N. Y. 
Also manufacturers of « complete line 
of Schrade regular type pocket knives. 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 

















800 Cutlery Customers 


(Continued from page 61) 


mental to genuine success; there may be other kinds of 
“success” to which it does not apply. 

Cutlery occupies the right-hand side of the Gross store 
on the main floor. Most of the edged merchandise is 
shown under or behind glass. In twenty-four feet of 
wall-casing are hung many cardboard panels, each faced 
with green plush. The casing is five feet high, inside 
measuremerit. These panels, often differing in size to 
accommodate the different spaces taken up by the various 
items of cutlery, are readily removable. 


Pocket Knives Come First 


Pocket-knives come first. They are sampled from 1 
up to 600, with no blank spaces. These, together with 
pruning, linoleum and hunting knives, fill the foremost 
section. Manicure supplies come next. Conforming 
with the Gross policy of stock-completeness, they in- 
clude nippers, tweezers, cuticle knives, nail files, etc. 
Operators of beauty shops buy a good deal of their equip- 
ment here ; however, most of the manicure trade comes 
from regular feminine patrons. 

“Yes, the sale of pocket cutlery can be stimulated,” 
says Mr. Hirthe. “We do it right along, although it is 
not always easy. Pocket-knives are so often carried by 
drug stores, cigar stores, leather-goods stores, second- 
hand stores, and other establishments, that competition 
on cheap cutlery is uncomfortably keen. Consequently, 
we keep out of the cheap-cutlery class. We stock and 
display three good lines of pocket-knives, one imported, 
and stick to them. 

“With considerable regularity we hold dollar-day sales 
here in the store. Usually such a sale is on for two days. 
Cutlery was strongly featured during our last one. 
Three cases of it were shown in open-display style on 
top of the showcases in this department. We laid the 
items, out on black velvet, takini& care not to cover 
more than half the top of each showcase in order that 
the customers might see the more expensive table ware 
and other goods shown inside the case. 

“Our special open showing included pocket-knives, 

(Continued on page 66) 





Russell Cream Soup Spoon 


A forged stainless steel cream soup spoon, mirror finished, has been 
placed on the market by the John Russell Cutlery Co., Turners Falls, 
Mass. It has handle of combination pearl and biack known as pyro 








pearl, green, amber, blue, red and ivory grained material. With this 
addition it is now possible to obtain a complete table setting of knives, 
forks, teaspoons, butter spreaders, serving knives, etc., in any of the 
above colors 
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S atis fy —Yourself 


—Your Customer 


You satisfy yourself when you know that 
the merchandise you stock is of the best 
quality—confidence in your goods makes 
it easier to convince your customers of the 
complete satisfaction they will give them. 
And quality merchandise satisfies your 
customers, for it fulfills their expecta- 
a" of pleasing performance and long 
ife. 












Brown & Sharpe Hair Clippers are 
of the highest quality—they mean 
many satisfactory sales for you. Carry 
an adequate stock. Brown & Sharpe 


Mfg. Co., Providence, R. I. 








Brown & Sharpe 


The Professional’s Clipper 














Gem leads...... Table Knives 


because Gem deserves leadership 
EVERY MONTH IS A BANNER MONTH FOR GEM 


— because neatly 
trimmed nails, well 


The opportunity for 
selling table knives and 
forks is one that dealers 
in cutlery should not 


groomed hands _ are 
fashionable 365 days a i 
in the year... and lose sight of. No fami- 


ly of moderate means 
should be without a set 
of at least six, if not a 
dozen. A good display 
of J. A. Henckels table 
knives and forks will 
go far in creating sales. 


Gem is first choice of 
those who give thought 
to personal appearance. 
. Compact, efficient 
-- .» @nd senmibiy 
priced. Gems have 
commended themselves 
to millions of users... 
a Handsome Gem 
Counter Display Card 
that carries its own 
stock will “ring up” 
gales for you. . .. >». 
Nation-wide adveris- 
ing is finding thousands 


of new users daily. and ‘Kitchen Knives 





Every Gem—Pre-Tested and 
Individua ly wrapped in Du 
Pont Cellophane to keep A : : . 
clean. , sanitary and to The American public is literally 
prevent rust. “ . 

wasting hundreds of thousands of 


dollars a year on cheap, inadequate 
kitchen cutlery—a lot of it is even 
ea BRAND 5 and 10 cent store stuff. 

As you know J. A. Henckels 
kitchen knives and forks are true 






Reg. U. S. Pat. Off. economy compared with even the 

cheapest. Important to impress upon 

J. A. HENCKELS customers—for their sakes and for 
TWIN BRAND the sake of your own profits. 


Ww 
Order Your Display Cards NO TWIN WORKS 


Ask Your Jobber for Them Gem Jr. 35 Cents SOLINGEN 
GERMANY J. A. Henckels, Inc. 


THE H. nd COOK CO., Ansonia, Conn. 456 Fourth Ave., New York, N. Y. 
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Nothing Else Like It 








“Oster” Guide Grip Clippers 










The Proper Grip 


A perfect hair cut is easily obtained when 
you use an “OSTER” GUIDE GRIP Clipper. 
The hand is automatically guided to the 
proper grip—the most essential factor in 
guiding the operator to a perfect hair cut. 

Sells on Sight! 


Literature and Discounts on request. 


Patent Applied For 






John Oster Manufacturing Company 


Racine, Wisconsin, U. S. A 











OYSTER =" 


Boston 


KNIVES =. 


New Haven 
Crisfield 


Forged Blades 
Popular Wood 
Handles 


R. MURPHY’S TEMPERITE BRAND 


Oyster Knives that do an Oyster Man’s heart good. They 
hold up under one of the toughest jobs ever given a Knife. 
If you want to make sales ... and make good with your 
trade—sell R. MURPHY’S TEMPERITE and STAY-SHARP 
Knives . . . the recognized standard of excellence since 
1850. Complete catalog for the asking. 


Robert Murphy’s Sons Co., Ayer, Mass. 














Good M. anagement 


is merely the transmission 
of the intentions and pur- 
poses of the management 


through the staff to the 


customers. 





800 Cutlery Customers 


(Continued from page 64) 


scissors, knives and forks for the table, and kitchen 
cutlery. During those two days we sold cutlery to the 
value of $800. Every sales unit thus openly displayed 
was priced at a dollar, no more and no less. If a single 
item wouldn’t bear such a price, we offered two or more 
that would. 


Dollar Day Combination 


“Some of these dollar-day combinations were: Two 
knives and two forks; two kitchen knives and a sharp- 
'ener; a slicer and a paring-knife; three small sewing 
'scissors in a case. Many pen-knives and jack-knives 
from our three main lines were sold at a dollar apiece. 
|During this Friday-and-Saturday sale, it took four of 
(us in this department to take care of the crowd. 

“Once a month we hold such a sale. It is well adver- 
tised, of course, and, to hook up with the advertising, 
cutlery and other lines offered are featured in the show- 
windows. From the results, we know that this particu- 
lar sale must have drawn something like eight hundred 
cutlery customers in the two days. 

“People surely can be interested in cutlery, but not 

always so successfully as in this case. You have to 
keep on trying. I have two young women here with 
me in the cutlery department. They are both good. Of 
course, they can sell scissors readily. Somehow the 
woman customer expects a saleswoman to know more 
about scissors than a salesman, no matter how long he 
may have been at the business. 
“Even a man would rather buy a kitchen knife or a 
pair of scissors from a woman than from aman. At the 
same time, if it’s a pocket-knife he is buying, he would 
rather deal with another man. Most people who sell 
much cutlery know these little preferences.” 











Mrs. Krofta Leads in Sales 


The leading saleswoman in the Gross cutlery depart- 
ment is Mrs. E. Krofta, who has been with the firm a 
‘number of years. Her familiarity with the details of 
the business is remarkable. She can pick out an elec- 
|tricians’ pocket-knife and sell it as expertly as any man. 
| “Such a knife is likely to have two screw-drivers and 
la wire-scraper, or, perhaps, one screw-driver, a wire- 
|scraper and a big cutting blade. Whatever the cutlery 
|need, Mrs. Krofta knows just what it is and just how 
to sell it on specific points of quality. 

“It is hard, if not impossible, to ‘rattle’ her. Two 
men came in during a recent sale to buy game shears, 





| specially priced at a dollar. One of them, to see what 


she would have to say, no doubt, said something about 
his discount. Pleasantly, but firmly, she let him know 
that the sale price allowed him a bigger discount than 
he had ever enjoyed anywhere.” 











It has already been indicated that variety is an out- 
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APPLICABLE TO SMALL WINDOWS 


This modernistic window display of shaving needs is particu- 
larly suitable for a small window space. Note its exceptionally 
well balanced appearance 


standing virtue of the Gross cutlery stock. Shears for 
many “odd” purposes are displayed and sold. The 
jeweler or the dentist can buy the snips peculiar to his 
trade. Shears for cutting leather are bought by the 
leather-worker. The glazier, the candy-maker and the 
nurse can here select shears made especially for cutting 
glass, candy or gauze. If it’s rubber that you have to 
cut, you'll find special shears in the Gross stock for 
cutting it. Many of these shears are straight or bent, as 
the customer pleases. 

“Fetlock shears ate shown. So are grape shears and 
flower shears. One number for cutting roses has a 
spring which holds the bloom after its stem has been 
cut. Embroidery scissors, lace scissors and button-hole 
scissors are offered. 

“Shears and scissors for almost every purpose are 
carried. The smallest pair is for working with lace; it is 
only 2% inches long and sells at $1.50. The largest 
is a pair of tailors’ shears, 16 inches long, and selling 
at $18. 

“Whether you’re a barber or a banker, the Gross com- 
pany offers shears for your special use. The hard- 
working coupon-clipper from this stock can select an 
8 or 9 inch pair of shears that will facilitate his labors. 
Even the editor is not neglected in this respect. ‘Snippo’ 
shears, with only one loop, are bought by the women and 
girls who work in the hosiery mills and clothing fac- 
tories; they are used for snipping tag ends.” 

Among the knives is one made of glass for cutting 
fruit; of course, acid will not tarnish it. Then there are 
large French cooks’ knives selling at $7.75; grapefruit 
knives; orange or lemon knives; scalloping knives for 
vegetables ; cleavers ; sloyd knives ; cigar-makers’ knives ; 








A Red-Hot Retailer 


No. 1284 Assortment 


Blue, black and green enamel, cocobolo and genuine 
macassar ebony handles. Stainless steel blades. 





See Your Jobber at Once 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 











“is increasing 

our dealer's 

blade _ sales. The 

new blade fits both the 

old and new type Gillette 

holder. Our improved 

process of manufacture 

gives more uniform edges 

of extraordinary keenness. 

Radium blades are _ eco- 

nomical—they give from 

8 to I5 or more perfect 

shaves. Tell your blade 

Use ina ; customers these points; 

sai and let us send you Dealer 

Gillette Helps and Window Dis- 

plays. Radium Blades are 

Holder advertised in leading pop- 
ular magazines. 


OTTO ROTH, Inc., Newark, N. J. 
The Radium Cutlers 


Wiebusch & Hilger, Ltd. 
Distributors New York 
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paper-hangers’. knives; shoemakers’ knives; boning 
knives; chicken-stickers; skinning knives; big kitchen 
steak knives with 13-inch blades. This list may read 
like a page from a catalog, but it surely spells variety. 
It should include fish knives, fish scalers and banana 
knives. 

Just now Mr. Hirthe is successfully pushing stainless 
steel kitchen knives and forks, a half-dozen of each to 
the set. He buys them in lots of one or two hundred at 
a time. The whole knife or fork is of stainless steel. 
It will not break, burn, rust or tarnish. “Such sets are 
going good,” Mr. Hirthe reports. 

Probably not fewer than five hundred game shears 
are sold out of his department” nearly every year; their 
selling prices range between $1 and $11.50. About the 
same number of carving sets are sold during a like period, 
| sets that sell from $2.45 up to $27. 







































Babe Ruth Baseball Bat Knife 


Babe Ruth, the baseball player of home run fame, has authorized the 
Camillus Cutlery Co., 1239 Broadway, New York City, to produce a 
pocket knife in the shape of a baseball bat, autographed with his per- 
sonal signature. The knife is a perfect imitation in shape, color, design 















| and proportions of a rea! baseball bat. On the front side every knife is 
| signed in gold with the personal autograph “Babe Ruth.” The knife 
has one large sturdy blade, retai!s at $1.00 each and sells to the dealer 
at $7.20 per dozen. To assist dealers merchandise this novel cutlery 
| item ‘the company has prepared attractive counter display cards available 
upon request 













Potential customers, too, if your toy 
line is carefully selected to include 
what little girls find desirable. In the 
second week’s issue each month 
Hardware Age has specialized edi- 
torial features on toy merchandising, 
and the editors never lose sight of the 
fact that there are just as many little 
girls as little boys in the families of | 


Illuminated Bathroom Cabinet 

















Edge-Lite a bathroom 
cabinet with light brackets 
and mirror combination 
has recently been placed 
on the market by the 
Henkel Edge-Lite Corp., 
900 N. Franklin St., Chi- 
cago, Ill. It has plate 
glass mirror which rests in 
aluminum channels in door 
frame and is removable. 
Door is air cushioned, wire 
is enclosed in a _ metal 
tube which also acts as a 
door stop. Box is of rust 
and corrosion — resisting 
steel, door is die-cast of 
white brass. Light brack- 


ee ets and trim are chromium 
i IAR DWA RE AG, E plated. There are double 
| light and single light models. Plug-in outlets are available at the bottom 


center on double light models. Available in various standard finishes 


239 WEST 39th Si. NEW YORK CITY and models. List prices vary from $35. Discount to dealer is 50%. 


your customers. 
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Planning a Hardware . 
Store for Profit 


(Continued from page 27) 


cabinet hardware and with the smaller necessity mer- 
chandise toward the rear of the store. In this way the 
mechanic coming in for a pair of hinges or a hasp may 
also buy a tool on the way out or at least will see your 
display of tools and remember your store when he is in 
the market. 

Keep always in mind that the purpose of a store is 
to serve the customer quickly and satisfactorily and with 
a profit for the owner of the store. For this reason do 
not be afraid to try new methods of merchandising even 
though they have never been tried before. So many 
stores are just in a good deep rut when it comes to 
merchandising and most any kind of a change would 
tune the cash register up again. Try one way and if 
it doesn’t work try another. That’s the way the chain 
stores find out what sells goods in their stores. 

Be careful to see that every department is placed so 
that it bears the right relation to the other departments. 
Each one should help the other. Have all the merchan- 
dise possible out where customers can see it, handle it 
and know the price without asking everybody in the 
store. 

All customers do not want cheap merchandise and 
when the merchandise is out where they can see it often- 
times they will buy the better article when given a selec- 
tion. 

A little while ago I had occasion to purchase an indoor 
ball. Going into a sporting goods store I was shown two 
different grades 39 cents and 50 cents. Now maybe I 
looked like a cheap customer so perhaps should not 
kick that I was not shown anything better. But I am 
looking at it now from the standpoint of the merchant. 
I bought the 39 cent article after being assured by the 
man who waited on me that it was as good as any. 

I think the kids hit it about twice and that was the 
end of the ball. The next week I was in that store 
again and this time the owner was there and on telling 
him I wanted a ball he immediately showed me a ball not 
for 39 cents but for a dollar and 39 cents. That was 
different, I knew or at least thought I did that surely this 
ball must be better and it is good yet today. 

Now, if those indoor balls of all grades had been dis- 
played where I could have seen them all with the price 
in plain figures I am sure I would have bought the 
better ball in the first place. It would at least have 
given me an opportunity to ask what the reason was 
for the difference in price. 

With departments properly arranged and all of the 
merchandise out where customers can see it there is 
every opportunity for the merchandise to sell itself in- 
stead of hiding away on a shelf out of sight or under 
some dark counter. 

Arrange departments so that high bulky displays will 
not shut off a view of the entire store. Where high 


displays are placed near the front of the store it makes 
(Continued on page 74) 





Modest |f 
EFFICIENCY 



































RIXSON 
CASEMENT 


HOLDER 
No. 35 and 135 

















ANCHOR PIECE'C” 





ANCHOR PIECE. "D" 














Snug and neat up under the casement frame 
this reliable casement window holder claims 
little attention. This is one evidence of its 
efficiency. Further evidence lies in the fact 
that over half a million are on the job today, 
holding casements automatically at any desired 
adjustment up to a little beyond the right 
angle. Thus, this device is a proved standard 
you can recommend for any job—even for 
use as an excellent transom holder. 


This Holder is now available in brass, bronze 
and steel, in four sizes. A range of four 
anchor pieces extends its use to ‘steel sash, to 
sash where the Holder is applied outside, and, 
with the disconnecting feature, for use with 
reversible casement hinges. 


























THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, Ill. 


New York Office: 101 Park Ave., N. Y. C. 
Atlanta 


Philadelphia New Orleans Los Angeles Winnipeg 












Soaps 
7 X 
Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


0=_IC OX 

















Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


“You Can Stake Your Reputation on Rixson Hard- 
ware Specialties”’ 
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Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it; “Some of them have been 
copied, the rest will be.” 








Mother (severely): Don’t 
you know it is dangerous to 
park along the road at night 
with a young man? 

Flapper: Oh, ma, there isn’t 
much travel along that road. 





A young man just out of 
college sought the service of a 


hard-headed and __ successful 
business man. 
“Tell me, please, how I 


should go about getting a start 
in the great game of business.” 

“Sell your wrist watch and 
buy an alarm clock,” was the 
laconic reply. 





“Why-are the days longer in 
the summer ?” 

“Because the heat expands 
them.” 


Father: “Where shall I hide 
Freddy’s present?” 

Mother: “I think the best 
place would be the bathroom.” 








Manager: “Where is Mr. 
Brown?” 

Clerk: “Speaking on the tel- 
ephone to his wife.” 

“How do you know it’s his 
wife?” 

“Well, he’s been on the tele- 
phone half an hour and I’ve 
only heard him say ‘Hello’ so 


far” 





The owner of the place was 
amazed to find one of his new 
workmen walking along one hot 
day all bundled up in clothing. 

“Why on earth are you wear- 
ing so many clothes, Pat?” 

“Oi hov to paint this fince, 
and’ the label on the can says, 
‘To obtain the best results put 


,” 


on three coats’. 





An old lady visiting in a 
penitentiary said to a burglar: 
“Have you no plans for the fu- 
ture on the expiration of your 
sentence ?” 

“Oh, yes, ma’am. I’ve got 
the plans of two banks and a 
postoffice.” 





He: “Well, my dear, I’ve 
just taken out a policy for 
$100,000 on my life.” 

She: “That’s fine. Now I 
won't have to be telling you 
to be careful everywhere you 


go. 





A Detroit wife had been ab- 
sorbing the details of the rec- 
ord-breaking flight by Col. and 
Mrs. Lindbergh. “Never call 
me a back-seat driver again,” 
she said flatly. “I’m the navi- 
gator.” 





Wife (reading): “It says 
here they have found a four- 
legged sheep in the Himalaya 
Mountains that can run forty 
miles an hour.” 

Her Hubby: “Well, it would 
take a lamb like that to follow 
Mary nowadays.” 





Bim: “Do you think it right 
to buy an automobile on the in- 
stallment plan?” 

Bam: “Sure, 16,000,000 peo- 
ple can’t be wrong.” 





Teacher : “What is ignorance, 
Tommy ?” 

Tommy: “Ignorance is when 
you don’t know anything and 
somebody finds it out.” 





Traffic Cop: “Let me 
your license.” 

Tourist: “Marriage, car, dri- 
ver’s, camp-fire, fishing or hunt- 
ing? Open the license trunk, 


Maria.” 


see 





Country Boarder: “I suppose 
we'll -be getting some of these 
nice fresh eggs for breakfast.” 

Farmer: “Yep; these very 
eggs, but not till ye come down 
here next year. Ye see I’ve 
got to sell them to the local 
commission man, and he sells 
them to the jobber in the city, 
who in turn sells them back to 
the fellow who runs the coun- 
try grocery, and I buy them 
from him.” 





A deaf old lady went to live 
near one of the naval ports. 
Shortly afterward a salute of 
ten four-inch guns was fired. 
The old lady, who lived alone, 
got out of her chair, smoothed 
down her dress, patted her hair, 
and said sweetly, “Come in.” 





His letter read: “I’m enjoy- 
ing Florence immensely.” 

His wife replied: “You can 
stay in Europe. I am having a 
good time with Oscar.” 





“T call my wife my ‘better 
half.” 

“Why ?” 

“Because she’s always say- 
ing, ‘You better half that tire 
patched’ and ‘You better half 
your tooth fixed’ and ‘You bet- 
ter half this’ and ‘You better 
half that.’” 





Teacher: “Tommy, tell the 
class something about Lind- 
bergh’s great feat.” 

Tommy: “I never saw them 
but I can tell about Charlie 
Chaplin’s.” 





Rupert: “Darling, in the 
moonlight your teeth are like 
pearls.” 

Marjorie: “Oh, indeed! And 
when were you in the moon- 
light with Pearl?” 

A cop brought in a negro 
woman. The desk sergeant 
scowled and said: “Liza, you’ve 
been brought in for intoxica- 
tion.” 


“Dat’s fine,” beamed Liza. 
“Boy, you can start right 
away.” 





Teacher: “Give the principal 
parts of the verb ‘Swim.’” 


Johnny : “Swim, Swam, 
Swum.” 
Teacher: “Good! Now give 


the principal parts of the verb 
‘Dim,’ ” 

Johnny: “Aw, quit yer kid- 
din’.” 





Chinese Patient (over tele- 
phone): “Doc, what time you 
fixee teeth for me?” 


Doctor: “Two-thirty, all 
right?” 
Chinese Patient: “Yes, tooth 


hurty me all right, but what 
time you want me to come?” 





Mistress: “Can you explain 
why it is, Mary, that every time 
I come into this kitchen I find 
you reading?” 

New Maid: “It must be those 
rubber heels of yours, mum.” 





“What’s the price of this 
coat?” asked the lady cus- 
tomer. 

“That one is fifty dollars,” 
was the reply. 

“Too cheap,” sighed the lady. 
“T want a coat of quality.” 

The clothier shuffled up the 
coats and produced the same 
coat. He offered it for a hun- 
dred dollars this time, and the 
lady bought it. 

After she had gone, a min- 
ister who had been standing 
nearby came over and _ said, 
“Can you account for the right 
of that in the Scriptures?” 

“Certainly,” replied the clo- 
thier, and he referred to that 
part which says, “She was a 
stranger, and I took her in.” 





According to some automo- 
bile manufacturers, the short- 
est distance between two points 
is a straight eight. 





Girl: “I dreamed I was uauto- 
ing last night.” 

He: “Tell me about it.” 

Girl: “I forgot the dream, 
but when I woke up I was 
walking in my sleep.” 





Irate Parent: “I’ll teach you 
to make love to my daughter, 
sit; 

Young Man: “I wish you 
would, old boy, Im not making 
much headway. 
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FORSTNER 


Labor Saving 


AUGER BIT 


For Every 
Carpenter’s Tool Box 


Every carpenter and woodworker has need 


for this unique bit. It sells as soon as 
shown. There is no other tool like it. 
Note sample of work. 


It combines all these tools in one: chisel, 
gouge, scroll-saw, lathe. It differs from all 
other bits, being guided entirely by its 
circular rim, instead of by its center. That 
is why it 


Will Bore Any Arc of a Circle 


and can be easily guided in any direction, 
regardless of the grain of the wood, or the 
knots in the wood. 


And it always leaves a true, polished sur- 
face. Think what that means to your car- 
penter customers. 


Used with much satisfaction and success 
for such work as core boxes, fine and deli- 
cate patterns, veneers, screen work, scallop- 
ing, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit to Dealers. 


Send for Catalog and Discounts 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


















To Open 
Vz To Close 
ow. (with the foot!) 


a 


Folds Flat 


EASE-y 
To Sit In! 





Easy 
To Sell! 




















pes 


It’s no trouble to sell the TUCKER’WAY all 
wood folding chairs—they’re so easy to demon- 
strate, and you may treat them rough. Sell for 
home, office or general use, as well as for assem- 
blies. You don’t have to wait for prospects—call 
on your local Chamber of Commerce, Theatres, 
Undertakers, Hotels, etc., or rent for special use. 
Tell and Sell. 





Well 
Built 








These chairs are made in regular and juvenile 
sizes, and may be had in natural (beech) or walnut 
finish as well as vivid orange, Jade green, Chinese 
red, French blue and black. Sold singly or in 


tions. ® 
ea Send for Samples 
and Catalog! 


Secure sample of each 
size, knock ’em about, and 
test their strength. (No 
free samples. Chairs may 
be returned or kept as part 
of order.) Send for our 
new catalog of this and the 
other PEERLESS Fold- 
ing Furniture. 

WAREHOUSES 
in New York City, 
Philadelphia, Atlanta, 
Chicago, Minneapolis, 
Kansas City, Dallas, 
Houston, ew Or- 
leans, Oklahoma City, 
Memphis, Denver, 
Seattle, San Fran- 
cisco. 


TUCKER 


Duck & Rubber Co. 
Fort Smith, 
Arkansas 


Q 











i 
ALLS NNT TIT ERIS I RR 
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Metal Kraft Window Boxes 


Essential Products Co., 144 E. Wells St., Milwaukee, Wis., manufac- 
tures window boxes with frames finished in black Duco and inner 
boxes of jade green. Boxes are removable and self draining. Cost to 
dealers: WB38; 38 inches long, $4.75 each and WB44, 44 inches long, 
$5.35 each. Suggested retail prices are $8.00 and $9.00 each. Boxes 
are 10% inches wide-and 10 inches wide. 


The company also makes hanging basket No. HB12, measuring 12% 
x 12% x 10 inches with brackets 15 inches long. It is furnished with 
brackets and link chains. All framework and brackets are finished 
in black Duco; inner boxes are jade green. They are removable and 
self draining. Cost to dealers is $3.70 each. The suggested retail 
selling price is $5.25 each. 


Double Barrel Hammerless 
Shotgun 


Winchester Repeating Arms. Co., New Haven, 
Conn., produces a double barrel shotgun, model 
21, “a light gun for heavy loads.’” The standard 
grade twelve gauge gun, has 30-inch barrels 
and weights approximately a little under seven 
and a quarter pounds, having modified choke 
and a left barrel of full choke. Other choke 
combinations and a choice of 26-, 28- or 32- 
inch barrel lengths will be offered soon. This 
gun has a frame of special Winchester proof 
steel treated to give tensile strength of 90 
tons per square inch. It is so made as to have 
great strength and durability in all its parts 
Stock fits into frame solidly and substantially. 
Long, thick tenons of walnut wedge inside the 
thick metal side walls of frame prevent crack- 
ing or splitting, even when 714-ton proof 
loads are used. Grip is comfortable, graceful 
and handsomely checked. ° The suggested retail 
selling price is $59.50 


White Cross Two-Burner Stoves | 


Super-heat two burner 
stoves Nos. 20] and 202 
have been added to the 
White Cross line, made ; 
by National Stamping & 


Electric Works, 
Ill. Right hand element 
is 550 watts, left hand 
element is 1100 watts, 

both on 110 volts, A 4-station switch controls heat. 

at 550 watts; the third operates the right and left at 550 watts each. 

Fourth station is off. The model shown; 201, is finished in triple 





| units are cast iron and have special heat-collecting fins. 


| are designed for use with a standard 30 gallon storage tanx. 
| 407 there are two Puritan burners, with Giant short drums and three 


3212 | 
West Lake St., Chicago, | 


First station | 
operates the 7-inch burner at 1100 watts; second operates left burner | 


baked black heat proof ename!, standard packages of six to retail for 
the suggested price of $5.50 each. The other model is finished in 
pure white vitreous porcelain heat-proof enamel; suggested retail sale 
price is $7.50 each. This model is also furnished in special voltage 
sizes, wholesale prices upon request. Both models may be operated 
from convenience outlets. 


Strong’s Vegetable Pan 


For preserving freshness and crispness of vegetables, The Strong 
Mfg. Co., Sebring, Ohio, makes Strong's Vegetable Pan. It is designed 
for convenient attachment to the shelf of any refrigerator, regardless 


of type or make, saving storage space. Finish is of stainless enamel, 
insuring an immaculate white appearance, free of blemishes and stains 
from contact with fruit and vegetables. Pan measures 14 x 72 x 4. 
It is made to retail from $2.50 to $2.75 each. 


Oil-Burning Water Heater 


Perfection Stove Co., Inc., Cleveland, Ohio, offers four new models 


| of the Puritan kerosene oil burning water heater in one and two burner 
| sizes, with cast iron or copper coil heating units. 


Giant short drums 
Model 405 is a single burner, legless 
Its two heating 
Model 406 
It has two copper 
Foth models 
In model 


are used with these heaters 
heater, supported by piping to which it is connected. 


is similar in design, being light and without legs. 
coil heating units, enclosed in a black japanned jacket. 


cast iron heating units, enclosed in a double wall heat retaining jacket. 
Heat collecting fins cast into units increase efficiency of heat from 
tne two Puritan Giant drum burners. ' It stands on four solid channel 
steel legs. Model 408 has two copper coil heating units. Both: these 
models are designed for use with 30 gallon tank, but may be used with 
larger tank if properly insulated. These four models augment the line 
of four Perfection water heaters with long chimneys which will be con- 
tinued. Prices upon application 
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SALLEE HICKORY HAMMER HANDLES 
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© DRUMMERS 


—————— 


THE BUILDERS’ BAND | 








IGH on the scaffold above the street 

the thump of a workman’s hammer 
is heard keeping time on the head of a 
spike. Down in the shipyard there’s 
another tune of hammers with Sallee 
Hickory Handles rattling the rivets into 
place. From the mineshaft, bridge job, 
and work bench at the frame cottage 
comes the sound of other sturdy ham- 
mers testing Sallee Hickory day in and 
day out. . . . Wherever the builders are 
at work Sallee Handles are briskly drum- 


ming the busy Carpenter’s Song. 


Cut from choice second-growth 
hickory Sallee Handles are made 
in all styles for hammers, ¢ 
hatchets and practically every 
other type of tool. Special prices 
made for special patterns. 


Write for price lists and grading sheets. 


SALLEE BROS. 


POCAHONTAS, ARK.) 






‘Years’ experience in handle making—from 
tread mill to modern plant production” 











A Blair Guarantee 


goes with this new line of 


low-priced mowers 


The Blair label—the Blair guarantee— 
means quality wherever lawn mowers 
are sold. During the past 50 years we 
have built a reputation that is worth a 
great deal. 


nutes 


when we put the Blair label and guar- 
antee on a line of low-priced mowers, 
you can be sure that they are well-con- 
structed and will give satisfaction and— 
more important—they will successfully 
meet low-priced competition of today. 
Every one of these mowers has the ex- 
clusive Drawcut principle. 


A low-priced quality line of mowers is 
a necessity in your 1931 plans. It will 
do more than prevent customers from 
walking across the street. It will in- 
crease your sale of Blair high-grade 
lawn mowers—such as the Hercules, 
Pilgrim, Automatics and Universals. 


Write for details and prices today. 


BLAIR MANUFACTURING COMPANY 


Est. 1879 
Springfield, Massachusetts 



















BLAIR Drawcut 
LAWN MOWERS 




















HARDWARE AGE for AUGUST 7, 1930 









ii 


The Bit of 
Least Resistanee 


Any old bit—with sufficient force behind it— 
will bore a hole of sorts.. But a genuine Russell 
Jennings Auger Bit will bore a hole of frac- 
tional accuracy with minimum pressure. 


Micrometric sizing of every bit at the factory— 
c'ean-threaded screw points that pull—sharp 
spurs and extension lips—perfect clearance 
obtained by an exact body taper . . . . these are 
the more important reasons for the smooth 
performance of Russell Jennings Auger Bits. 


There is never any deviation in attention to 
detail; and, as a final, positive check, every bit 
is tested in hickory before it goes out. 


Experienced workers in wood prefer the gen- 
uine Russell Jennings Bit—the bit of least 
resistance. 


Distributed thru Wholesalers 


The Russell Jennings Mfg. Co. 


Chester, Conn. 








AUGER BITS 


at 





Planning a Hardware Store 
(Continued from page 69) 


the store look crowded and keeps customers from circu- 
lating to all parts of the store. 

Low bulky items, that is, articles not over 40 inches 
in height such as radios, wheel goods, work benches, 
washing machines, tires, and other merchandise of that 
kind can be displayed near the front to very good ad- 
vantage. A work bench near the tool department will 
result in many sales of benches that would not result 
when they are packed away in the basement or on an 
upper floor. 

When you find sales do not hold up in a certain 
department move it and put something else there. Keep 
your store always different and inviting to your cus- 
tomers. 

In the next chapter which will appear in the Septem- 
ber 4th issue of HarpwareE AGE we will discuss color 
schemes for the interior of the store and the interior of 
the windows. This is very important today. A properly 
worked out artistic interior costs very little and in many 


; cases no more than a mediocre job. Women customers 


especially appreciate a harmonious and cheerful interior. 
They will spend their dollars with them if you make the 
atmosphere of the store appealing to them. 





Sterling Poultry 
Fence 


Sterling straight line 
combination poultry 
fence is built to turn 
all sizes of chickens, 
as well as other farm 
stock. Northwestern 
Barb Wire Co., Ster- 
ling, Ill., makes this 
fence with 1 inch 
mesh at the bottom 
for the first 12 inches, : 
1% inch mesh the 
secohd 12 inches and 
a 2 inch mesh up to 
the top. It is recom- 
mended for roadside 
fencing, needs few 
posts. Top and bottom + 
boards are unneces- 
sary.. This wire which 
is galvanized before 
weaving has double 
cable selvage at top and bottom and is put up in rolls of 150 feet 
Suggested selling prices on the 19 gage fence are: 42 inch, 51 Ib., $5.45; 
48 inch, 55 Ib., $5.88; 60 inch, 65 Ib., $6.94 and 72 inch, 75 Ib., $8.01. 
On the 20 gage fence, selling prices suggested are: 42 inch, 38 |b., 
$4.45: 48 inch, 42 Ib., $4.91; 60 inch, 50 Ib., $5.85 and 72 inch, 58 Ib., 
$6.79. Prices are f.o.b. Chicago Ill. Freight equalized with all points 
where netting 1s manufactured. 








Remington Cutlery Window Displays 


Five interesting display cards featuring Remington cutlery are being 
distributed to dealers by the Remington Arms Company, Inc., 25 Broad- 
way, New York City. Large card may be used as centerpiece with 
four smaller, cards which show various products in actual use. Back- 
ground colors of cards call attention to photograph. Large card is 
14 x 20 inches and smaller cards measure 8 x 12 inches. 
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CAN SHIP IMMEDIATELY 











YANKEE CORN HOOK 





LITTLE GIANT CORN KNIFE 
BLACK DIAMOND CORN KNIFE 


Ask us for descriptive circulars and prices 
before you order 


NORTH WAYNE TOOL CO. 
OAKLAND, MAINE 


Sales Office—6331 Tireman Ave., Detroit, Mich. 








Wrap 


Pat’d and Pats. a : SO ~ aes 


Pending 


“Hallowell TABLE OF STEEL 


Get a “Hallowell” for your Shipping room— 
handle, wrap and pack Hardware on that one- 
piece Steel Top that never cracks, never 
splinters, but on the contrary, gets smoother 
and more serviceable with age. 

And the “Hallowell,” finished in rich glossy 
Olive Green, besides brightening up the 
whole place because it looks so well, is rigid, 
rugged and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


WE MANUFACTURE: 





“HALLOWELL” STEEL WORK-BENCHES 

“HALLOWELL” STEEL WORK-TABLES 

“HALLOWELL” STEEL WORK-BENCHES, 
SEMI-PORTABLE 


“HALLOWELL” STEEL-WOOD WORK-BENCHES 
“HALLOWELL” STEEL-WOOD WORK-TABLES 
“HALLOWELL” STEEL BENCH-DRAWERS 
“HALLOWELL” STEEL CHAIRS AND STOOLS 
“HALLOWELL” STEEL SHOP-FURNITURE 
“HALLOWELL” STEEL FLOOR-TRUCKS 


“HALLOWELL” STEEL LIFT-TRUCK 
PLATFORMS 


“UNBRAKO” HOLLOW SET SCREWS 
“UNBRAKO” SOCKET HEAD CAP SCREWS 
“UNBRAKO” STRIPPER BOLTS 
“UNBRAKO” PIPE PLUGS 

POWER TRANSMISSION APPLIANCES 











Take Your Pick Please—Then Write Us 


STANDARD PRESSED STEEL CO|@ 


BRANCHES BRANCHES 














Boston JENKINTOWN, PENNA. nue PRANUERED 
DETROIT . Box 535 ST.LovIsS 
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Fall 
! To Buy 








Stove Pokers; Furnace 
Pokers, Lid Lifters, 
Stove “eins ea 


SS Dampers - 


Arcade Steel Spindle Dampers are pe ye ee with an accurately 
molded extra heavy cast iron blade and s wie | ground electric- 
ally welded spindle with nickel plated steel spring handles. 
Made for all sizes of pipe. 
















Ca iia 


Straight End Stove Pokers 


Arcade Stove Pokers are made in nine different sizes and 
furnished either straight or bent. They have slender tapered 
points and handles formed of tempered wire, closely coiled 
and firmly attached. The entire Poker is fully nickel plated. 















Stove 
Scraper 















The heavy duty furnace poker is especi- 
ally substantial, }4” in diameter and 48” 
long. 







This Arcade Stove Scraper is made in all 
standard sizes. The blade is 114x334”, and will 
not come loose. 


Wo. 9351 Lid Lifter 











Loop handle lid lifter 
with spring wire handle 
securely locked on the 
casting. Length over all 
9”. Handle does not get 


hot. 
CAST 


ARCADE 2: 


Areade Manufacturing Co. 










BWARE 
in TOYSs 








Freepor*®, Illinois 
BRANCH OFFICES: REPRESENTATIVES: 
New York Dallas J. T. Rowntree, Inc. 
200 Fifth Avenue D. D. Otstott, San Francisco Portland 
Chicago ne. I.os Angeles Seattle 
553 W. Randolph St. Santa Fe Bldg. Salt Lake City Denver 















Coming Conventions 


Tuirp ANNUAL CONVENTION OF THE AMERICAN 


| Association oF Master Locxsmirus, Hotel Pennsyl- 


vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. , 

Intinors RetarL HARDWARE ASSOCIATION CONVEN- 
TION AND Exutsition, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

MINNESOTA RetTait HarpDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Case, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missourt Rerait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1921. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL HarpWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New ENGLAND RETAIL HARDWARE DEALERS AsSO-- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

New York State Retatt HARDWARE ASSOCIATION 
CONVENTION AND ExposiTIoNn, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 


; Dussen, Manager of Exposition, 286 North St., Roches- 


ter. 

NortH Dakota Retatt Harpware ASSOCIATION 
CONVENTION AND ExuIsITION, Minot, Feb. 10, 11, 12, 
1931. C. N. Barnes, secretary, Grand Forks. 

Onto HarpwArE ASSOCIATION CONVENTION AND 
Exu1siTion, Cleveland, Feb. 17, 18, 19, 20, 1931. 
Headquarters, Hotel Cleveland. Exhibition in Public 
Auditorium Annex. James B. Carson, secretary, 708 
Mutual Home Building, Dayton. ; 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

SoutH Dakota RetatL HARDWARE ASSOCIATION 
ConvenTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 
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STRONG 
LIGHT 
SAFE 


ABCOC 


SPRUCE LADDE 


TRADE MARK 





ete 


LADDERS 
QUALITY 


























LADDERS FOR EVERY 

















PURPOSE 





BATH 


W. W. BABCOCK CO. 











































































N. Y. 











Roofing Nails 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 








Fibre 
Funnels 


Fibre Spittoons 











61 East llth St. 





K Big Sellers 


Genuine ALMO  Im- 
ported FRENCH Indu- 
rated Fibre Funnels, 
Spittoons. and Pails are 
three of the fastest sell- 
ing items in the popular 


ALMO line. 


This ware is in great 
demand, because it is 
light, unbreakable and 
non-conductive. 


Easily cleaned, noiseless, 
and sanitary. 


Our complete line includes 
20 items. Let us send cata- 
log, prices and complete in- 
formation. 


Almo Trading & Importing 


Co., Ine. 

















New York 
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Good Signs Increase Sales 


Tt AA TAY TIA 
SHOW FARO WRITER 


—makes all kinds of attention-compelling signs, 
streamers, price cards, etc., quickly and at very 
low cost. 


Your complete sign Smet a cabinet no larger 
than a suitcase—practical, sturdy, simple in oper- 
ation. Get the facts about this sales-increasing 
equipment. Send for Folder, Prices and Full In- 
formation. 


NATIONAL SIGN STENCIL CO., Inc. 
Manufacturers of thee NATIONAL SHOW CARD WRITER 
1602 University Avenue Saint Paul, Minnesota 
Canadian Distributor: National Display Specialties, Brockville, Ont. 








When you 
specify Su- 
perior Brand 
Hardware 
Cloth you re- 
ceive a_ fabric 
that is woven 
from standard 
size wire with 


straight selvage, 
even mesh and 
heavy galva- 
nizing. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 








An Adventure on a 
Summer's Day 


(Continued from page 25) 


him to publish anything. It was one of his axioms 
about story writing, that the reader wished to know all 
the details. Guy’s stories paint a picture in such detail 
that you feel you were there yourself. That is the art 
of writmg. When Guy de Maupassant was asked by 
a young student of story writing what to do, he re- 
marked: “Just sit in the back yard of your home and 
write about what you see, in an interesting manner. If 
you can do that, you can write a story.” 

Here are the instructions that were handed me for 
post-operative treatment. I am publishing these for the 
benefit of some of those people who live in out-of-the- 
way districts and do not enjoy the advantages of a great 
city. 


“INSTRUCTIONS FOR POST-OPERATIVE 
TREATMENT” 


Use mouth wash as prescribed every hour. 

Apply ice bag to outside of face over affected area, 
fifteen minutes on and fifteen minutes off for several 
hours. 

In case of profuse hemorrhage, roll piece of sterile 
gauze to size of large walnut and bite on it continuously 
for thirty minutes. In case the bleeding does not stop, 
phone or return to this office. 

When there has been considerable infection or pus 
present at time of operation, take laxative (Epsom salts 
or citrate of magnesia). 

As all extractions are surgical operations, it is impor- 
tant that patients return at least once for post-operative 
treatment. 

Should there be a dressing in the wound do not remove 
it, unless instructed to do so. 

Under no consideration pick at the wound or attempt 
to swab it out with anything. This might infect the 
wound. 

* * * 

How easy it would be to pass out by the gas route. 
I am almost looking forward to my next dental operation. 
No wonder people get the “operation habit.” 

With modern methods, system, and environment, even 
parting with your teeth has its attractions. 


WHAT IS ADVERTISING ? 


An attractive office, courteous salesmen, a telephone girl with 
a smile in her voice, letters written and neatly typed as words 
painted on a billboard or printed in newspapers. 

Every transaction is an advertisement. A satisfied customer 
comes back for more, which is the cheapest of all ways of get- 
ting business. 

Every purchase can be turned into an advertisement. A repu- 
tation for fairness, honest dealing and prompt payment of bills 
has carried many a business through a “killing frost.”—Selected. 
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That Name 


‘““FAIRBANKS” 


—On a 
Hand Truck 
Push Cart 
Fibre Car 
Wheelbarrow 
Wheel or 
Caster 





is Your 
Guarantee 
for the 
Quality of 
the Product 








Which We 
Stand Back of 


The FAIRBANKS Company 
BOSTON NEW YORK PITTSBURGH 


Factory—Rome, Ga. 
SOLD BY JOBBERS EVERYWHERE 


Write for our New 128-Page Catalog. 











50 years on a DOOR 


good for 50 years more 














Notabene 

The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old-Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE MARK 


Millions and Millions of Peeple 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 




















cassia 

arora [> k ra 

~.. BOLTS... ac ‘i age 

““"SOAcH ie Sour C nvenience/ 

_.. SCREWS _ ALL OUR BOLTS ARE PACKED IN 
STEP STURDY CARD BOARD BOXES AND 
BOLTS PACKAGES. THEY ARE CONVENIENT 

TAP BOLTS TO HANDLE AND STACK WELL ON YOUR 


“CAP AND SHELVES. EACH BOX PLAINLY MARKED 
SET SCREWS WITH ITS CONTENTS. 
(eo) 0) °M 3-116 ao -\°) = 

RIGHT AND DELIV- 

ERIES EXCEP- 


TIONAL / 








_ CLARK BRosPott (0 _ 


Studebaker Ave. 


Gum MILLDALE, CONN: 


| Business 
|Building 


SIGN IN THE MARGIN 


Plenty of Merchandise— 
But no MERCHANDISING 


Methods of 1910 are as futile as merchandise of 1910. 
Present day conditions and competition absolutely re- 
quire modern merchandising methods. Heller has 
helped thousands of hardware men to keep up with the 
parade—has helped them out of the red and into the 
black—out of loss into profit. 


The Heller organization is composed of specialists in 
hardware merchandising. They are masters of store 
arrangement, and the science of display. They can 
show you a whole new bag of tricks to increase sales 
and profits. 


Send for Heller’s Reference Book 28A. 
many valuable ideas. 


HELLER 


It will give you 


Store 


Tear out this ad 
and mail today. 


700 Bryant St., Montpelier, 





Equipment 


W. C. HELLER & CO. 


Ohio 
N. Y. Office: 20 Vesey St., Suite 600 
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There's a LY, 
Difference DS 


TM \\\\ 
TROWELS) 








In light weight—balance and long willing service, 
Marshalltown Trowels lead the world. There’s a wide 
difference between a Marshalltown and an ordinary 
trowel. Made by trowel specialists—preferred by 
craftsmen. Sold a reputabl holesalers. New cat- 
alog sent free on request. 





Marshalltown Trowel Co., Marshalltown, Iowa 


KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 
reasons why the ILCO 
accepted as the 

key blank. 











our branch offices are 
is everywhere, 
standard 


null 


INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 















Class 7000 Cash Registers 


The National Cash Register 
Co., Dayton, Ohio, produces the 
class 7000 cash registers which 
are simply operated. They have 
“Commercial” type indication, 
a roller showing the same on 
the front and back, replacing 
the tablet type indication. There 
is a receipt printing mechanism, 
operated by the keys which 
gives the name, amount, date 
and consecutive transaction 
number, requiring no motor or 
electric operation at all. A 
combination lock controls en- 
tire machine eliminating use of keys.” It is equipped with detail strip 
showing printed record of every transaction showing amount and con- 
secutive number and printed total for taking record of day's business. 
Machine prints a statement of business in an effective and complete 
form every day showing amount of sales, number of sales, number of 
no sales, number of times register has been reset, store number and 
register number. 








Coleman Roto-Type Burners 


For use on Coleman Instant-Lite lamps, The Coleman 
Lamp & Stove Co., Wichita, Kan., is producing a new 
type instant lighting burner. It is the Coleman Roto- 
Type burner, interchangeable with burners formerly fur- 
nished with lamp models 117, 118 and 119, and is stand- 
ard equipment on- all new Instant-Lite lamps. It has 
new over-size burner, providing more carbon space, ac- 
commodating a wider range and variety fuels and requir- 
ing replacement less frequently than its predecessors. 
Generator has new type of tip cleaning needle, operated 
by a rotary mechanism, built-in as a permanent part of 
burner structure. Needle cleans gas tip, whether lamp 
is lighted or not, assuring free passage of vaporized gas 
from generator to mantles at all times. Suggested retail 
selling price is $3.45. Cost to dealers is $2.30. 





Maco Adjustable Template 














Maco templates are composed of a number of very fine strips of 
hard drawn solid brass, of .007 thickness each. Laminations are held 
in position by two specially constructed clamps, secured by two thumb- 
screws and springs, by the tension of which laminations are held firmly 
They adapt themselves to the shape of whatever medium the instru- 
ment is pressed against. Profiles of cornices, pipe flanges, rails, 
mouldings and many other objects may be taken with this template, 
which is offered by American Maco Template Co., Inc., 44 Whitehall 
St., New York City. It is useful in mills, model making, implement 
and instrument making,- architectural work, body building, building, 
pattern making, plumbing and many other industries and activities 
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28 Warren St. 
New York 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 


THE JAMES SWAN COMPANY, Seymour, Conn. 

















Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 

You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 

There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 

This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 








STAR with STARS 





Star Heel Star Heel 
Plates Are Plates Are 
Starring Heavier and 
with All Larger Than 
Jobbers Other 
That Are Brands. 
Stocking 
Them. Star Heel 
“STAR Plates Are 
Star Heel SILO the Pioneer 
Plates Have Brand. 
Increased i 
Their fay Write Today 
Turnover : for Samples 
and Profits. EX and Prices. 


8 Sizes 


Nos. 00 to 6 
Above illustrations ex- 
actly one-half size 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue 
Newark, N. J. 

















44 Years 


Making 
America’s 
Finest 
Tools 


480 Good Tools 


Hammers—carpenters’, 
engineers’, machinists’, 
ball pein, tinners’, etc. 
Anvil Tools, Tongs, 
Horseshoers’ Hammers, 
Nippers, Pincers, Hoof 
Parers, etc. 

Cold Chisels. 


Champion DeArment 
Tool Co. 


Meadville, Penna. 











PAGE LAWN FENCE 


Made in two fabrics—Page Perfection and Page Economy 
—a fence suitable for every need. 

Page Perfection Fence comes in heights 36,42 and 48 inch. 
Page Economy Fence in heights 36, 42, 48, 60, 72 and 
84 inch. 

All Page Fence is backed by Page’s 47 years’ 
reputation —makers of America’s first wire 
fence. © PAGE STEEL and WIRE CO. 


230 Park Avenue 
New York City, N. Y. 


Fence Department 


District Offices: Chisago, New York, Pitts- 
San Francisco. An Associate Company 
i In Canada: Dominion 








burgh, 
of the American Chain Company, Incorporated. 
Chain Company, Limited, Niagara Falls, Ontario. 


PAGE Lawn FENCE 
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Department of Justice Not Hostile to Trade 
Practice Conferences 


Rumor of Conflict Between Department and Federal Trade Commission Apparently 
Exaggerated—Assistant Attorney General O’Brian Makes Interesting Explanation 


(Washington Bureau of HARDWARE AGE) 


HILE the Federal Trade 
W  Corimision has made no an- 

nouncement concerning cur- 
rent reports that it has made a 
marked change in its policy regard- 
ing trade practice rules, there appar- 
ently was a great deal more smoke 
than fire in recurrent reports that the 
Commission and Department of Jus- 
tice were in conflict over the rules. 

This fact became clear from the 
interesting and rather pointed ad- 
dress made by John Lord O'Brian, 
assistant to the attorney general of 
the United States, in charge of anti- 
trust cases, before the joint luncheon 
between American Trade Association 
Executives and the Washington Trade 
Association Executives, held in con- 
nection with the annual convention 
of the Chamber of Commerce of the 
United States. Mr. O’Brian said that 
the Department of Justice has no 
hostility to the trade practice con- 
ferences. 

“On the contrary,” he declared, “it 
approves these conferences and be- 
lieves that within their legitimate field 
they afford valuable opportunity for 
education and for constructive prog- 
ress in industry. It also recognizes 
that these conferences belong to the 
province of the Federal Trade Com- 
mission with whose activities the De- 
partment has not interfered and with 
whose aims it is ‘in harmony.” 


ih HE address, whose importance to 
trade associations, business and in- 
dustry did not get as much publicity 
as it probably would have received 
were it not for the many other pres- 
entations made at the Chamber meet- 
ing, was unusually frank in carrying 
warnings against violations based upon 
the misuse of trade practice rules. 
After declaring that the law of- 
ficers of the Department of Justice are 
well aware that the courts have long 
since recognized the legitimate func- 
tions of trade associations and have 
fully appreciated their powerful in- 
fluences in American trade and in- 
dustry, Mr. O’Brian said that the 
Department has no point of view ad- 
verse to the proper activities of trade 
associations. In fact, he said, the De- 
partment has no concern with the af- 


fairs of these associations except as 
individual members through the use 
of these associations or their rules 
may adopt practices which lead to vio- 
lation of the anti-trust laws. 

“Perhaps it is only reasonable to 
expect that certain excesses of zeal 
are bound to occur in the experimen- 
tation with business practices which 
are a feature of the evolution of the 
trade association,” said the assistant 
to the attorney general. “Candor, 
however, compels the statement that 
here and there such illegal practices 
do come to light. Fortunately they 
are not.characteristic of the work of 
the great body of trade associations. 
Some of these practices are unlawful 
because discriminatory or because 
they aim at monopolization of chan- 
nels of distribution, or for other rea- 
sons. But the complaint most often 
made is that of‘price fixing and in 
certain quarters convincing evidence 
of this practice has been found by the 
Department of Justice. 


ws statement regarding alleged 
price-fixing through misuse of trade 
practice conference was held in some 
quarters to be of particular signifi- 
cance in view of reports that the 
Trade Commission is changing its 
policy as to trade practice rules for 
the purpose of making this abuse im- 
possible. The means adopted is said 
to be through revision of group two 
rules or by attaching to group one 
rules the actual provisions of anti-trust 
laws. This, it is claimed, confines 
adherence by those participating in 
the rules to the actual letter of the 
law rather than permitting them to 
agree to follow certain undesirable 


_ trade practices over and beyond re- 


quirements of the law. 

Mr. O’Brian continued that there 
have been recent instances where the 
practice of price fixing has been at- 
tempted by the misuse of trade prac- 
tice rules, but that the number en- 
gaged in these practices is relatively 
inconsiderable and that their conduct 
has not been imitated or approved by 
trade associations generally. 

“In this one respect, at any rate, 
when individuals violate the law they 
must not expect to justify or excuse 
their illegal conduct by the adoption 


: 1 


of formal resolutions or trade rules. 
Where these illegal practices exist the 
attorney general intends to check them 
by appropriate legal action. That is 
his duty. Fairness to the other trade 
associations, and justice to other busi- 
ness interests as well as to the public 
generally require that this duty be 
firmly and impartially performed.” 

Mr. O’Brian also put an end to re- 
ports that the Department of Justice 
was about to make some more or less 
sweeping change of policy regarding 
prosecution of anti-trust laws. 

“But in all this there is not cause 
for anxiety or uncertainty in the 
business world,” he pointed out after 
referring to violations through price 
fixing and the intention of the Depart- 
ment to proceed against them. “There 
are no revolutionary law policies im- 
pending. The number who take 
chances are relatively few, and those 
who take chances should not complain 
of the consequences. You will agree 
that no legal proceedings aimed at 
price fixing should give the slightest 
concern to the business world in gen- 
eral and you need have no fear that 
any conflict of interest exists between 
the Trade Commission and the De- 
partment of Justice. “There is no di- 
vergence in their aims. The Federal 
Trade Commission as well as the at- 
torney general and his staff desire 
the same administration of law as we 
desire stability in business conditions. 
Surely you have the same desire?” 

The horse seems to have gone the 
way of all flesh. This is pointed out 
by John F. Daly, assistant chief 
statistician for manufactures, Bureau 
of Census, in commenting on the value 
that may be obtained from a study of 
the census of manufactures, once 
more under way. 

“For example,” said Mr. Daly, “if 
one thumbs the reports of the Census 
Bureau casually one might be at- 
tracted by the figures for the whip, 
phonograph, mineral and soda water, 
and silk industries. If one compared 
the figures for the whip industry in 
1909 with the whip industry today one 
would find that instead of 57 estab- 
lishments employing 1500-odd wage 
earners, at the present time we have 
but seven plants employing altogether 
only 90 wage earners.” 
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Empire Adjustable Aluminum Level No. 1E 








that reach thousands of level users and direct 
them to hardware dealers. 
call and look over these fine levels, and see how 
easily a broken level glass is replaced by means 
of the Patented Interchangeable Feature, they 
seldom fail to buy an EMPIRE. Patterns for 


: INTERCHANGEABLE 
Creating New Customers for You VIAL CASES 
Empire Levels are advertised in publications When a glass is broken, it 
is merely necessary’ to 
When customers loosen two screws, _ take 
out the case and insert a 
new case, 





every need. 





Send for Catalog and Prices. 












~ «aluminum 
Torpedo Level No. 26E 


Empire Level Mfg. Co., Milwaukee, Wis. 




















BULL @ FROG 
WHEELBARROWS 


Its superb balance, ease of handling and all-’round de- 
pendability under constant hard usage have made the 
Bull Frog No. 42 an outstanding favorite with contrac- 
tors for heavy duty use. Other models to meet every 
need. Ask your jobber, or write for catalog showing 


complete line. 


THE TOLEDO 
WHEELBARROW CO. 
Toledo, Ohio 










Branch Office and Warehouse: 
CHICAGO —520 West Erie St. 





THE ORIGINAL 
“Horseshoe Magnet” 


HAMMERS 


Steel Forgings, Permanent Magnets 
The best magnet hammers on the market. 
Give long and satisfactory service in home, store and 
shop. 








The hammer holds 
the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 


596 Atlantic Av., 











Boston, Mass. 

















Saves freight 
no water weight 


A practical all-around flux in convenient powder 
form. Made quickly ready for use by simply add- 
ye —_— amount of water according to metal to be 
Takes a quick bite, makes the soder hold everlasting]: 
and soders ALL metals, except aluminum. Non-acid. 
Very popular with the trade. 

Sizes: % Ib., 1 Ib. and 5 Ib. bottles. Also in bulk 
sizes. Sold through jobbers. Send for samples and 


trade-prices. Full Size Sample Free 
L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave. Chicago, Ill. 
—SOLD THRU JOBBERS— 






















YERS (rine 
TORELADDERS 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
make it ible and jent for clerks and stock men 
te handle with absolute safety—to Insure quick service for 
wholesale or retail trade—install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 


safety, con an y. One style onl at ef 
design—attractively finished—any height—easily stalled — 
meets most requirements. Circular on request. 
mE FE MYERS & BRO.Cco. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 





t 


BOSTON, 








¢et 


> <a 








MASS. 
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> =| SPEED UP 
SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 























18 inch 


Sane " Eastern Tool & Mfg. Co. 






Assures You of the Best 
Possible in Lawn Rakes 


We urge you to stock 
now to meet the fall 
demand for this fine 
lawn accessory. 






Dealers Prices 


18 inch size 
$8 dozen 


24 inch size 
$11.50 dozen 


Manufactured by 


Bloomfield, 























Granite Cutting Tools 
and Supplies 


Catalog on request 


TROW & HOLDEN CO., Barre, Vt. 








W/e are manufacturers and distributors under the ori viginal 






Grady patent-- STOCK GRADY WEDGES for an e 


Dd. r ast o ributor 
LANDON ©. SMiT# f ‘ING. UNITED SALES’ Gite 


profit at your Too! Counter 





irvington, NN.» ancisco. 











The IT of Merchandising 


(Continued from page 21) 


between quality and the price. The degree of useful- 
ness, necessity or style often has a more important 
bearing on the creation of values than does the price 
asked or the quality. for instance, a stylish dress of 
poor quality will often sell better than a higher quality 
dress of poor style—a medium-quality axe which is well 
balanced has a greater value than a really high-quality 
axe which is so badly balanced that you can’t safely use 
it—we all know this kind. ; ; 


Again, value does not always mean a high-class article 
sold at a fair price—it also means a cheap article sold 
at a fair price. In other words, there may be more real 
value in the article you sell for 10 cents than.in the one 
you are offering for one dollar. 


And this brings us right back to the starting point, 
which, stated another way, is that we must first be edu- 
cated to the necessity for an article, then human reaction 
compels us to seek the best possible values, whether it be 
service, style or something else, for the money we have 
to spend—the whole thing in merchandising is: (1) to 
convince the consumer that he needs an article, then (2) 
to be able to convince him that he is getting it at a fair 
price. 


Special Element of Value 


Again, there is always some special element of value 
which makes an article attractive and a ready seller— 
herein lies one of the most important thoughts in mer- 
chandising—what is the IT which causes an article to 
sell? 

Unfortunately, manufacturers are of little help to their 
distributors when it comes to supplying value-creating 
arguments—lI have invariably found that manufacturers, 
as a class, know less about the merchandising of their 
own product than anyone else—they simply make an 
article, fix a price, and expect the public to grab at it; 
which sometimes it does, but more often it doesn’t, and 
they wonder why. 

For illustration, I was making a survey of a large 
chain store on the Pacific coast some time ago, and in 
passing I noticed a very fine display of electric bulbs 
for use in auto headlamps. I asked how the lamps were 
selling and was told that while a half dozen kinds dis- 
played all sold in about equal quantity, there was one 
lamp, with a corrugated end, which sold faster than the 
others. I naturally asked why, and was told that no one 
knew. So standing at the table for a few hours, I asked 
every purchaser of lamps why he had selected some 
particular kind, and, out of the thirty odd people inter- 
viewed, I found five who told me that this corrugated 


, lamp seemed to cut through the California fogs better 
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than the others—the other buyers had no opinion—they 
just wanted new bulbs. 

We then removed all bulbs from the table and made 
one large display of corrugated bulbs — printed an 
attractive sign calling attention to the fact that these 
corrugated bulbs would cut through the fog; and, lo and 
behold, several times more corrugated bulbs were sold 
each day than all the others combined had previously 
sold. 


Value Must Be Created 


In other words, a special value had been created, which 
had nothing to do with either price or quality. 

Again, take the case of Listerine ; this antiseptic wash 
had been on the market many years—sold fairly well, 
but was not an outstanding seller until someone found it 
would correct bad breath. This news was broadcast, and, 
a new value of great interest to a multitude of people 
having been created, the small manufacturer of ten 
years ago has grown into the formidable industry of 
today. 

Dealers, generally, do not realize the very great im- 
portance of value-creating signs attached to displayed 
goods—the right kind of value-creating argument will 
sometimes increase sales several hundred per cent. 

I know an outstanding case where a small hardware 
man in New England was forced to go West for his 
health. He sold out his business and went to the Pacific 
coast—opened up another hardware store, but, in this 
case, applied modern methods of display, pricing and 
marking each article with a value-creating sign. From 
a very modest beginning, this man has succeeded in 
building up a million-dollar business, which is rated as 
one of the outstanding successes in the industry. 

I spent a most profitable day with this gentleman, and, 
asking him to what he attributed his success, he said: 
“Values, and letting my customers know what these 
values are.” 


Finding the IT 


Then he went on to say he soon learned that sales 
were slow because people were uncertain as to what 
they were buying—they asked him why one article sold 
for more than a similar-appearing one—he was unable to 
answer—his appeals to the manufacturer brought him 
nothing of value—so he decided to find out for himself 
what the IT was which would sell each item he stocked, 
and if an article failed to have an IT he did not want 
it at any price. 

It was soon found that the only place he could get the 
necessary value-creating arguments was from the con- 
sumers, themselves—why did they buy one article in 
preference to another? So, over a period of years, he 
has gradually accumulated this information— personally 
interviewing thousands of customers—now he has the 


(Continued on next page) 





















Hinges That SELF. 
Will Not Rust— (osx 


These are the only non-rusting, loose joint 
hinges made. Window-cleaning is made 
easy! They swing freely, 
and screens need not be 
taken down to 
wash windows. 
A novice can 
hang them, yet 
they cannot 
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NO BETTER ; 
HINGE MADE come off acci- 
dentally ! 
26 ‘ 
came A GENUINE 
St. LOOSE JOINT 
PHENIX MFG. CO. HINGE 
MILWAUKEE 
————— ———— —— 
So-Boss Calf Weaner 
ao Positively weans by 


SIR discouraging the cow. 


Calves eat and drink 











freely. No sore nose 
or discomforts. 
WILL NOT 
COME OFF 
Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 


justable. 
anna aaa" pa 
T K 
SO-BOSS Adjusts to any size 
- ealf, hence only one 
ize t ck. 
See Your Jobber or Packed — —_ 
Write Direct. ton weighing 5% Ibs. 


A big seller at 50c. 


SIMONSEN IRON WORKS 

















Sioux Rapids - - Iowa 














30 per cent 
== longer service 
BB — retails at 


centmore.Ray- 
O-Vac Extra 
|Heavy - Duty 
| Radio“B” Bat- 
tery No. 8303. !: 





il 

uf 

FRENCH BATTERY 
COMPANY 

Factory: Madison, Wis. il 
Sales Office: a 

\ Meee, ; 20 N. Wacker Drive ° 

Ba; nated Chicago ry 


only 13 perm 


















Of in IRON, WIRE 
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OY 
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EVERYTHING Write for Catalogs and Prices 


The Stewart Iron Works Company, Inc. 
625 Stewart Block, Cincinnati, O. 
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WICKWIRE BROTHERS 
Cortland, N. Y. 


Make All Grades 
Steel Screen Cloth from 


Copper Alloy 
Open Hearth Steel 








We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. ave specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. 


It contains practical washer informa- 
tion that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 











@WG QUALITY-BUILT 

q00a0\e STEEL PULLEYS 

a TACKLE or AWNING PUL- 

LEYS IN A VARIETY OF 
SIZES — GALVANIZED 

FINISH 

Superior in every way to cast 

iron pulleys. Sold at equal 

or lower prices. 

See your jobber or write direct 

for prices and information. 

Jobber’s inquiries invited. 

Hart & Cooley Mfg. Coa 


Successors to Federal Mfg. Co. 


61 W. Kinzie Street, 
Factory—Holland, Michigan 



































right value-creating argument for everything he sells, 
and his turnover is very high and his volume large. 

I cannot impress too strongly the importance of the 
fact that the salesperson should know the goods he sells 
—should know what the goods are used for—how they 
are used—should know on what the public appraises its 
value ; whether price, quality, color, style, design, utility, 
or something else; and, then, having acquired this in- 
formation, making certain the customer is fully informed. 

Remember always: there is a certain quality which we 
call value which attracts the buyér to every article we 
stock—our job is to find out what this particular value 
is, then spread the news from the housetop. 


Second Part of Credit Survey 
Shows Retail Bad Debt Ratio 


The first section of the National Retail Credit Survey, which 
related ‘to the credit experiences of department stores, three types 
of clothing stores, boots and shoes, fur goods, dry goods and 
furniture, has previously appeared in HArpware Ace. In the 
following table, which constitutes the second section of the sur- 
vey, 4899 stores were covered. These included automobile deal- 
ers and accessory stores, independent grocery stores, bakery 
stores, radio dealers, electrical appliance stores, jewelry stores 
and optical goods. 

7—Open Credit _  -—Installment— 


-—Ratio Ratio 
2 :. af 
£5 8 eo & a3 
“oi & 2 o_o 6 m4 Y 
ZS 55 2$ 33 &. 
x 1) 
os S Re S 38 BH 
s8 pi yi cS 38 3= 2 
=H QAO QR SH OY QR AES 
Automobile dealers ... 489 10 0.1 569 03 O01 0.2 
Automobile accessories. 494 13 08 68 36 05 13 
Independent groceries..1,675 07 04 .. . 04 
Bakery stores ........ (a or |): Se : sie ia 
Radio stores .......... S&S 14.05 @ ti. 04. 69 
Electrical appliances... 256 15 0.7 212 15 O08 1.5 
Jewelty stores, ......:. 1406 O05 03 10¢ 44-25 28 
Optical goods stores... 62 06 0.2 5 09 0.07 0.27 


Gibbs Two Trigger Traps 


A special two trigger trap, with six inch jaw spread to conform to 
trapping laws in Pennsylvania, Massachusetts, Rhode Island and Con- 
necticut has been developed by W. A. Gibbs. It is offered by W. A. 
Gibbs & Son, Chester, Pa. The two trigger trap has been made by the 





Gibbs concern in larger sizes, but this is a new member of their line in 
which the difficulty of making a strong enough trap of that size has 
been overcome. Spiral springs are used and it is said that an animal 
caught in this new trap cannot “wring off” or escape by twisting. One 
jaw catches the animal by the leg and the other crashes over the body 
at the same time, killing the animal instantly in a humane way. Cost 
to retail dealers is $5.00 a dozen. The suggested retail selling price 
is 60c. each in less than dozen lots and $6.50 per dozen in lots of a 
dozen or more. 
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“The Hardware Dealers’ Magazine” A 


Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. M 1 Vice-President ; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 
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Business Papers 
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SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jete) 5 an OO). 0D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 





Moe’s Line—aA standard high grade 
Equipment—Everything needed and nothing better made. 


Write for Catalog and Prices. 


HOEFT & CO., Inc. 

















line of Modern Poultry 


2305 Davis St. — North Chicago, Ill. 

















Moore Push-Pins 


and 


Moore Push-less Hangers 


Showing new window front packets 
Style “F” Contains 42 10c Packets 
Style “L” Contains 150 10c Packets 
Order from your Jobber. 
MOORE PUSH-PIN CO. PHILADELPHIA 








Two Popular Displays 
f 


















COLORED 
METAL KBY 
SIGN 


Actual Size 













The sign of the 


master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


Jimmy: . 
Proof Latches 
—_ SEsALocK| 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





HARDWARE MAN, 36 years old, has wife and two children, fifteen 
years’ hardware experience, two years in office large factory, four years 
on road same firm, covering seven southeastern states. Past six years 
manager store employing as many as forty people doing retail hardware 
business of more than half million dollars some years, where he controlled 
buying and selling with full authority over employees. Officer State 
Hardware Association past three years, is now open for proposition, good 
references and invites fullest investigation. Address Box 1-909, care of 
Harpware Ace, New York City. 





HARDWARE MAN thoroughly experienced in general hardware, win- 
dow trimming, store arrangement, buying and management desires per- 
manent position with progressive firm. Will accept reasonable salary 
based on amount of responsibility. Address Box 1-905, care of HaRDWARE 
Ace, New York City. 


BUSINESS OPPORTUNITIES 








Set Solid, Minimum of Five Lines.........0+eeeeeeee008 cece $3.00 

l1-Inch Box Display. . éeeeee WIvrrr Tre Tlrieir rie 5.00 
Four Consecutive seiautiliinen, ‘10 Per Cent Discount 

FOR SALE—Retail hardware business in southern Ohio, population 


40,000. Low rent and overhead, clean, up-to-date stock about $8,000. 
Good opportunity, reason for selling ill health. Address Box 1-903, care 
of Harpware AGE, New York City. 





SALES REPRESENTATIVES WANTED 

Set Solid, Minimum of Five Lines.......-. 
1-Inch Box Display.........++++++- coves 
Four Consecutive Insertions, 10 Per Cent Discount 


coccccccccccccecs §6§3.00 
.00 








BUILDERS’ HARDWARE MAN well posted in the game open for a 
lucrative proposition with an expanding firm. Past ten years on major 
contracts. A reply from you will furnish you with my credentials. 
No objection to the location or size of city but desire a live connection 
poking. for business. Address Box 1-894, care of HarDWARE AGE, New 

or ity. 





SALESMAN—twenty-two years of age, High School education, two 
and one-half years’ experience in general hardware—now employed, would 
like to go West or Southwest, but would consider any location. Reference 
from present employers. Address Box I-899, care of HarDwAre AGE, 
New York City. 





SALESMAN with fifteen years’ experience in Shelf and Builders’ 
Hardware, Mill Supplies, Paint, etc., wants to represent manufacturer 
in North Carolina, South Carolina and Georgia. Address Box 1-896, care 
of HARDWARE AGE, New York City. 





SALESMAN with twenty years’ experience in both wholesale and re- 
tail hardware, wants to Represent Manufacturer in Specialty line that 
assures repeat business. What have you to offer Mr. Manufacturer! 
Address Box I-897, care of Harpware AcE, New York City. 





HARDWARE MAN of twenty years’ experience in retail and whole- 
sale hardware business desires a change—honest, sober and industrious 
and capable of holding a position of trust and take charge of men—can 
— a references. Address Box 1-885, care of Harpware AGE, 

icago, Ill. 


BUILDERS’ HARDWARE SALESMAN with nine years successful 
experience desires new business connection. I have traveled the south- 
west extensively; also parts of the middle west. Good reasons for de- 
one — change. Address Box 1-879, care of Harpware Ace, New 

or ity 


DETROIT SALESMAN, well and favorably known to the general builders’ 
hardware and bazaar trade for past seven years, desires a meritorious con- 
aection | for this territoy. Addess Box 1-907, care of HARDWARE AcE, New 

or ity. 











HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





IF YOU ARE now successfully selling wholesale hardware jobbers in 
volume, and are looking for a greater opportunity, there is an opening 
in the organization of an Aa Al manufacturer. he line now leads the 
field and has exceptional possibilities for continued increase at this time. 
Sell yourself by a clear and concise record of your experience. Give age 
and salary now earned. Our own men know of this ad and all replies 
will be held in confidence. Address Box I-887, care of Harpware AGE, 
New York City. 


BUSINESS arene - 


Set Solid, Minimum of Five Lines......... 
1-Inch Box Display...... yee 


Four Consecutive Insertions, 10 Per aus Sine 








Sales Representatives Wanted 


A large and well established manufacturer selling a semi-technical 
specialty, nationally advertised, has several territories open on strict 
commission basis for salesmen who bave had experience in selling 
to the retail hardware trade. In your reply state age, past experi- 
ence, and line or lines you are now handling. Also state exact 
territory covered. This is a real opportunity for the man who can 
sell a nationally known specialty of highest quality in its field. 


Address Box 1-892, care of HarDWaRE AGB, New York City. f 
~ 











SALESMEN WANTED 


We have openirgs for a few good salesmen regularly calling on 
Wholesale and Retail Hardware and Mill Supply houses, to eell 
Manila and Sisal Ropes at competitive prices; domestic manufacture ; 
good advertising support. Also Sash Cord, Cotton Rope, etc. Com- 
missions paid promptly. Reply by letter, stating territory now cov- 
ered, giving references and exnerience selling Rope, if any. Address 
Box 1-902, care of ware AcE, New York City 











AN OPPORTUNITY FOR YOU 

If you are looking for a real sales opportunity, we know that what 
we have to offer will be of interest to you. Our product is a 
nationally advertised specialty, sold to the retail hardware trade. 
We have three territories open on a commission and bonus arrange- 
ment. If you have a background of merchandising and selling 
experience, it will pay you to write us. When doing so, state your 
age and past experience in detail, together with the territory you 
are now covering. Address Box 7396A, care of HARDWARE AGE, 
Otis Building, Chicago, Ill. 














SALESMEN WANTED. We have opening for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity, patented item. All territories open. When 
replying give details on territory covered, experience, references, etc. 
All replies held confidential. EE a basis. Newark Products Com- 
pany, 202 Bigelow Street, Newark, N. 





MANUFACTURER of Kitchen Cutlery, established many years, wants 
whole or part time salesman for Middle West territor Must have 
acquaintance with Jobbers, Large City Retailers and remium users. 
Give all information necessary to sell yourself in first letter. All replies 
= be held in strict confidence. Address Box I-908, care of HARDWARE 

AcE, New York City. 





ESTABLISHED manufacturer of housefurnishing article seeks three 
additional reliable sales representatives in middle west to sell — and 
department stores. Good repeater—fair margin. Endo by well known 
jobbers. Advertised in Harpware Ace. Write details to Box I-844, care 
of Harpware Ace. New York City. 





SALESMAN on sstrict commission basis for Chicago territory calling 
on hardware trade, exclusive agency. Small tools and Hardware Import 
agents; ENDLEIN & SCHMIDT, INC.,.9 Park Place, New York City. 





FIXTURES FOR SALE 


Warren Shelving—Complete installation of 16 units including 
bases, cabinets, drawers, etc.; latest design; excellent condi- 
tion; dark oak finish; must be sold at once. Bargain for 
cash. Address Box 1-904, care of Hardware Age, New York 
City. 














FOR SALE—Duluth Store Fixture, sectional, 136 feet x 12 feet in all; 
seventeen, eight-foot sections, consisting of five, eight-foot glass wall cases; 
five eight- foot double counter high nail bins; three, eight-foot cabinet 
drawer sections; four, eight-foot floor show cases; one “U” floor show 
case; also National Cash Register, Burroughs Bookkeeping Machine with 
cabinets, Remington T pewriter, and Detroit Computing Scale. Standard 
Hardware Company, nkakee, Illinois. 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian i, More demand for 
these rugs each day. liberal arrangement will be made for those who 
= to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 








SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines.........ssececeecceceesses $3.00 
Rees Tee BN cc ccc ccevveciscnnceseccsscesesscessesce 5.00 


Four Consecutive Insertions, 10 Per Cent Discount. 





FACTORY REPRESENTATIVE, young man with twelve years road, 
and three years sales executive experience, open for an additional high 
quality line to jobbing trade, Mid-West territory, commission or salary basis. 
aa established. Address Box 1-906, care of Harpware AcE, New York 

ity. “ 








MANUFACTURERS, ATTENTION! 


Experienced hardware sales nameplates now handling but one 
line and thoroughly acquainted with hardware and automotive acces- 
sory trade can give one additional line aggressive representation in 
Metropolitan New York and New York State on strictly commission 
basis. To be corsidered line must be fairly well established and pay 
reasonably well in return for active representation. Present connec- 
tion is agreeable to taking on additional line. Address Box I 891, 
eare of Harpwarke Acre, New York City. 
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is published as a convenience and not as a pitt of the advertising contract. 


Every 


No aliowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 
HIRAM A. FARRAND, Inc., Berlin, N. H. 




















Why you — 
should stock 
Atlas Tacks 


Every box of Atlas Tacks 
and Small Nails contains 
quality, quantity and brings 
quick sales. The boxes them- 
selves will be remembered by 
your customers. . . Ask your job- 
ber for the Atlas line ... they 
are always available in both qual- 
ity and price range. 


ATLAS TACK 
CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 


y \ bao Pointed Tacks and Staples, Rivets and Burrs 
i Nails, etc. 














DOMES 


Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 
without a complaint 





10c 
Set of 
4 





Dome 
Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 


35 Pearl Street New York City 
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’ Products 
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GALVANIZED STEEL WIRE CLOTH 
IncAl Grades 


ie € Look for the tag, carrying our name, at the end of every roll! 
- 


wa) The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Oldess Woven Wire Pecsory 


Menufecturers of 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth jn all Meshes and Gauges 


Mew Vorb City 
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What an exceptional mower! What a 
rare opportunity to profit... 

A roaring plane. Up! Up! Higher 
than the world’s tallest building (the 
Chrysler Building, New York). Sud- 
denly a lawn mower shoots earthward 
out of the sky—purposely plunged 
from the plane. With smashing impact 
it buries itself in the earth. YET NOT 
A PART IS BROKENI Equally as 


amazing, the mower is in practically 
perfect condition throughout! 

Only a truly superior mower could with- 
stand such a test. Yet it was a regular stock 
model —the famous F. & N. NOVO 
Unbreakable All-Steel Lawn Mower—defi- 
nitely proving that you never have to replace 
a broken part after you sell this mower. 

Only in the world’s largest and best 
equipped lawn mower factory—the F. & N. 
plant—can such tough alloy metals be pro- 
duced especially for this purpose. Every part 








of the NOVO is positively unbreakable— 
made of steel, cast solid (not pressed or 
stamped metal that bends, nor cast iron that 
breaks). This test also proved the tremendous 
value of F. & N. engineered construction— 
all parts are machined and locked together as 
accurately as those in the plane’s motor itself. 


All the other splendid F. & N 
advantages are included that enable 
NOVO to give outstanding satisfac- 
tion in service: The patented self- 
adjusting device. Self-sharpening 
blades, etc. And in sales: Broadest 
guarantee. Finest appearance. Reason- 
able prices. Real discounts. 


SPECIAL OFFER 


TO ENABLE YOU TO CASH IN ON THIS EXCEP- 
TIONAL MOWER, WE ARE OFFERING AN EXTRA 
ATTRACTIVE PROPOSITION. ASK YOUR JOBBER 
OR WRITE YOUR NAME AND ADDRESS IN THE 
MARGIN BELOW AND MAIL DIRECT TO US NOW. 


THE F.& N. LAWN MOWER COMPANY 
RICHMOND, INDIANA, U.S. A. 





NOVO 


UNBREAKABLE ALL-STEEL 
LAWN MOWER 
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SHAPLELGHS GOLF GOODS 


800,000 GOLFERS in 1919 
2,300,000 in 1929 
WHAT AN INCREASE 


Can you name another sport that has known 
such popularity? Are you getting your share . 
of this golf business? If not... why not? 


Await You. 


Get Them! \ \ 
No. LGB Golf Balls 
No LGB8 (New Size) Golf Balls 


Ltemeier  lubular Steel Shaft Putters 
RIP 


New and Different 






































Increased Profits and Volume ig 


Don't er the Other Fellow 


No. SKD Golf Balls Many Oth 
No. SKD8 (New Size) Golf Balls pt ej Golf Balls fn 
Addition to the Numbers 


Shown. 








[o} 
2 





Miniature Golf Courses and Driving Tees are Consum- 
ing a Heavy Volume of Balls and Clubs. Investigate 
Both of These—We are in Position to Supply 





Ultra Steel Shaft Drivers and 






Both Balls and Clubs in Quantities. Mode | Brasies Give the Driving 
Write Us for Special Prices -seagnener-iing. Tees Exceptional Service. 
for us by a Ul bu pee = 
manufacturer tra Clubs Have That “‘feel. 





who can produce 
large quantities 


» Strictly the first 
offering by anyone 
of dependable Tu- 
bular Steel Shaft 
Putters For the 
Miniature Golf “ta 
Courses GOLF CLUB—DRIVER 
No. MRS11—Right Hand Steel Shaft. 
No. MR11—Right Hand, Hickory Shaft. 
No. ML11—Left Hand, Hickory Shaft. 
No. LR11—Ladies Right Hand, Hickory 
Shaft. 





GOLF CLUB—PUTTER 
No. MRS10—Right Hand Steel Shaft. 
No. MR10—Right Hand Hickory Shaft. 
No. ML10—Left Hand Hickory Shaft. 
No. LR10—Ladies Right Hand Hickory Shaft. 

















CHROMIUM PLATED 
TUBULAR STEEL 
<— SHAFT " 


No. SP Tubular Steel 
Shaft Putters 


#4 @ Double Fa for Either Right 
22 or Left Ham 1 i Pl: ayers 





—-~>— 





We strongly 
urge a stock of 
Golf Goods for 
all dealers and 
know of no item 
which enjoys 
better repeat 
H) sale. 





WHITE METAL 
€—— HEADS 





This Catalog Offers 





Send for Clubs, Balls and Bags 
Catalog of All Grades 
Showing Our From the Beginner 


or ‘’Dub”’ to the Ex- 


pert or Professional. 


Complete Line 





“0ND EDGE 1S_A QUALITY PLEDGE” 














No. GB25 Golf Bag 











No. GB15 Golf Bag 

















Shapleigh National Series No. 1676 








